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HIGHLIGHTS OF A 
RED LETTER MONTH 


Plenty of red letter days in June...especially the 20th, when the German 


Library of Information, The German Railroads Information Office and the 


Consulates were ordered CLOSED. We've framed the final "Facts in Review" 
and have traced a red lettered "30" on the glass. The long fight to clear 
the United States mails of Nazi-produced propaganda is ended, but there 
is still a mop-up job for the home front...with franked mail and such. 


Thousands of reprints of the letter to Senator Wheeler have been dis- 
tributed. Newspapers, house and trade magazines, association bulletins, 
radio commentators, etc. have done a magnificent job of duplicating and 
carrying the story to the country. Senator Wheeler has not replied di- 
rectly...but he has written a strange form letter which his office uses 
to answer all complaints from REPORTER readers. 


CO THIS...if you want the whole story. (I) Write a letter of protest to 
Senator Wheeler. (2) Send us a carbon. ke will send you a Mimeographed 


copy of. our new answer so that you have it to read along with Senator 
Wheeler's fairy tale. 


Approximately eight hundred péople sent letters, telegrams or called 
praising exposé of Congressional misuse of the mails. Seven HOT dissen- 
ters lambasted us for desecrating sacred cows. Percentageisn't alarming, 
but here's a swan song. All evidence on the misuse of the mails is now 
in the hands of "The Press", Government Agencies, Members of The Congress 
and The President. The REPORTER succeeded in exposing the cancer. The 
cure depends upon the doctors in Washington. 


The REPORTER, as a magazine, will now devote its pages to constructive 
Direct Mail. However, your reporter, as an individual, will continue the 
fight by turning over all new evidence to the friendly "watch dogs of 
democracy" in the newspaper, magazine, radio and investigating fields. 


Our good-bye to the Schmitz's is best expressed by a little sign hanging 
in a popular gathering place of. the Senator Hotel in Atlantic City. Just 


three lines: (1) "America.. (2) Love it.. (3) or leave it". And that 
goes double...for some other people. : 


incerely, — 





Henry Hoke/gp 
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YOU WILL HAVE AT YOUR FINGERTIPS A GOLD MINE 
OF TESTED, PRACTICAL IDEAS COMPLETE WITH SUG- | 
TS sle) ble) Ms lelsliiondiol my i: Mete)!] 1o4t-me) we ttloJ mi 


HE Idea File was originally conceived to help improve the creation and pro- 
duction of direct mail and was presented to clients and friends of Mailings 


Incorporated. The first unit was mailed out 30 weeks ago. Since then requests’ 


to be placed on the list have been received from points as far distant as New 
Zealand. Inquiries were discouraged because of the expense of this program—but 
they answered, “We'll pay the cost.” The 52-piece series is, therefore, being made 
available to a limited number of direct mail users (except agencies, printers and 


lettershops in New York City). 


WHAT THEY SAY: 


“Mailings Incorporated is to 
be commended for doing a 
completely unselfish job in 
presenting an important array 
of direct mail ideas with in- 
structions for production.” 


— Frank Egner 
McGRAW-HILL 
BOOK COMPANY 


“Your Idea File is invaluable 
as a means of surveying the 
field of format possibilities 
during the zero hour when 
the mailing is being born.” 
— Nicholas Samsta 
TIME MAGAZIN 


“I'm not trying to plug Lewis 
Kleid—but try to get on his 
list. It's the most courageous 
job of presenting a collection 
of unusual ideas—I’ve ever 
seen.” 


ADVERTISING 


MAILINGS, Incorporated 
25 West 45th Street, New York, N. Y. 


Send me an inscribed Idea File containing 
the first 30 pieces—a bill for $10 as per your 
two week approval guarantee and enter 
my name for the next 22 units in the Series. 





NAME 





POSITION 





COMPANY 





ADDRESS 


Some of the Gidea 


5 styles of personalization 
Where to buy illustrated letters 
How to process the letter 


An inexpensive self-mailer with an ad- 
dressed reply card 


A new streamlined letterhead style 


Some pitfalls to avoid in using letter 
gadgets 


HERE'S WHAT YOU GET FOR $10 


You will receive immediately, an Idea File inscribed 
with your name, containing the first 30 pieces. There- 
after, you will receive the balance of the mailings 
weekly for the next 5 months. IMPORTANT: you 
can use any part or all of the ideas without per- 
mission and you will never be solicited for business. 


SEND NO MONEY! 


Examine the contents of the File for two weeks — 
receive two weekly units by mail—then if you 
don’t believe the first 30 mailings and the 22 more 
to come aren’t worth many times $10 in the ideas 
that it can give you and in the money that it can 
save you, return the File and the charge will be 
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MR. 


ERE’S the comedy relief for this 
issue of The Reporter. Most 
of you will remember our October 
1940 write-up of the Lapides Deli- 
catessen Store (Baltimore). Adver- 
tising Agent Merral Fox has just re- 
ported that Mr. Lapides held his sec- 
ond anniversary sale. It was terri- 
fic! For the second anniversary, 
Merral Fox created one of the usual 
big-sized handbills measuring 1814 
x 24... on that yellow newsprint 
type of paper. The top part of the 
handbill read as follows: 











MAZEL-TOV Mr. LAPIDES 

Today is Mr. Lapides’ 2nd Anniversary! 
Two years in a delicatessen store! And an 
air-conditioned delicatessen store at that! 
Mr. Lapides is so proud. He’s so happy! 
Nobedy thought Mr. Lapides would last 
two years. But he did it! How? Well, 
it’s a short story. Low prices . . . the 
best delicatessen money could buy .. . 
Mrs. Lapides . . . keeping the store spic 
and span ... good help .. . and spending 
$2000 on air-conditioning. 

Mr. Lapides is really excited about his 
2nd Anniversary. He wants to sincerely 
thank you! Your kind patronage .. . 
your loyalty . . . and the feeling you seem 
to have for him . . . are the most important 
things in Mr. Lapides’ life. Thank you 
kindly. You have been most generous. 


2nd ANNIVERSARY SPECIALS! 


Mr. Lapides Has Been Asking Every- 
body to Contribute to this Big 2nd Anni- 
versary Event. Here Are Their Answers: 





Down thru the center of the sheet 
ran the usual listing of bargain prices 
on bologna, syrups, vegetables, meats, 
juices, etc. On both sides of listing 
appeared hypothetical answers re- 
ceived by “everybody” who had been 
asked to contribute to the big 2nd 
Anniversary event (each item separ- 
ated by an arrow pointing toward 
price list.) These mesages should 
give you a chuckle: 





THE REPORTER 


LAPIDES AGAIN 


Journalist Sends Congratulations: 


My mother said just because I sell 
papers outside your store, I don’t have to 
buy an ad in your anniversary circular. 

But she says to tell you congratulations. 

Billy, the newsboy 


Tycoon Congrats: 


Dear Mr. Lapides: No. All year long 
you have been chiseling for low prices. 
You took credit for bargains you sold your 
customers. And we should take an ad 
yet! All year you get discount presents 
. . . job lot presents . . . special conces- 
sion presents. 

For your anniversary . . 
congratulations. 

General Wholesale Grocery Company 

S. Levinsky, President 


. we send you 


Hedy Lamarr Wires: 


Regret cannot make week’s personal ap- 
pearance at your delicatessen store. Even 
though your generous offer of all the corned 
beef I could eat was tempting. 

Hedy Lamarr 


From The Governor 


Dear Mr. Lapides: Sorry that we can- 
not change the name from Reisterstown 
Road to Lapides Road. 

However, allow me to congratulate you 
on your second anniversary. 


Herbert R. O’Conor, Governor 


Dear Mr. Lapides: Second anniversary 
or no second anniversary, we cannot send 
you 3,000 midget bolognas to give away 
free to your customers. 

They don’t grow on trees, Mr. Lapides. 
Congratulations. 

Monarch Midget Bologna Company 


Dear Mr. Lapides: Like you suggested 
. we all pitched in to buy this space so 
we could congratulate you on your second 
anniversary. 
Your Faithful Employees 


Solly No Washee Your Aplons Flee On 
Aliversary. 
Sam Wong 


Dear Mr. Lapides: Congratulations on 
your 2nd Anniversary. I think you are 
the finest business man in the delicatessen 
business. You are honest, upright, ambi- 
tious, trustworthy, loyal, considerate, 
thrifty and truthful. 

Your Wife, Mrs. Lapides 


Dear Mr. Lapides: We wish to con- 
gratulate you on your second anniversary 
and to call your attention to the enclosed 
bill which is slightly past due. An over- 
sight, no doubt. Again congratulating you, 
we are 


Acme Collection Agency 


Dear Mr. Lapides: Even though it is 
your second anniversary, we regret we 
cannot give you free, a one hour program 
entitled “Salute to the Lapides Delicates- 
sen Store.” 


Radio Station W BAL 


Dear Mr. Lapides: Happy returns of 
the day. 1 remember you when you didn’t 
have a pot to cook in. 


Your old friend, Sammy 


Dear Mr. Lapides: The first year, it was 
luck. The second year . . . it’s a miracle. 


Uncle Benny 


Down in the right-hand bottom 
corner, after the final message, was 
a black bordered block containing 
this final blast: 


Censored! 


Certain competitors sent certain mes- 
sages which had to be censored. 

Mr. Lapides replies, “Same to you all 

. and double in spades!” 


Everyone connected with the Di- 
rect Mail business, and especially 
those who attended the D.M.A.A. Con- 
vention in Atlantic City, have en- 
joyed the Lapides Delicatessen cam- 
paign. It has been a high spot in 
sly and “foxy” humor. All of us 
are glad that Mr. Lapides is still oper- 
ating and that Merral Fox continues 
to tickle the funny bones of Lapides 


customers. 


He has demonstrated that humor, 
properly applied, can be a powerful 
selling tool. 


Added Note: Mr. Lapides has def- 
initely decided not to sell his delica- 
tessen store (which was his intention 
when first induced to advertise). 





DMAA CONTEST 


The Direct Mail Advertising Asso- 
ciation has just released its official 
announcement of the 1941 Contest 
for the Fifty Direct Mail Leaders. 

Included in the announcement is 
the revelation that the Silver Cup 
Awards have been greatly increased. 
Instead of the four Cups given in the 
past . . . this year there will be a 
total of fourteen Cups awarded for 
top place in most every section of 
Direct Mail. 
all the rules for entry, write to the 


Direct Mail Advertising Association, 
17 East 42nd Street, New York City. 


For a complete list of 


PLANNING AHEAD 


Congratulations again to The 
Greenbrier Hotel of White Sulphur 
Springs, West Virginia. R. B. Parker 
who is in charge of advertising and 
promotion, has been complimented 
before by this reporter. The reason 

. the superlative beauty of the 
colored lithographed __letterheads 
with envelopes to match. This time, 
the praise is given for a slick job of 
planning ahead. We have before us 
complete kit of Greenbrier literature 

. all lithographed in full color 
from original Kodachromes. The 
job should be of interest to all Direct 
Mail people, because all of these 
various pieces (general rack folder, 
double page letterhead, two greeting 
cards and a Baths Department fold- 
er) were printed at the same time on 
one press and then trimmed out of 
the one large sheet of paper. All 
photographs used were selected from 
those taken by the staff photographer 
or from the file of more than 1,500 
Kodachromes made by Greenbrier’s 
general manager, Loren R. Johnston. 
well-known amateur photographer. 


DO PEOPLE READ 
DEPARTMENT 


Thomas F. Lyons, 
Manager of  Barron’s 
Weekly, 30 Kilby Street, Boston, 
Massachusetts is responsible 
for the following interesting report. 


Circulation 


We recently sent 715 letters to subscrib- 
ers to Barron’s in Los Angeles, Calif., ask- 
ing if they would pay $5.00 a year extra 
to receive their copy of our publication by 
air express. This was a multigraphed let- 
ter addressed to “Dear Subscriber.” We 
received 433 replies, or 60.5 per cent. The 
letter was sent by air mail with air mail 
return stamped envelope. 


The same letter filled in with name and 
address and sent to San Francisco sub- 
scribers, brought in a 55 per cent reply; 
and a filled in letter to our Seattle sub- 
scribers brought in 6] per cent. 

In our promotion efforts in order to 
bring in cash with the order (usually a $2 
trial subscription), we offer two extra is- 
sues if payment accompanies order. 

The paid orders usualy represent 70 per 
cent to 80 per cent of the total returns. 
In our most recent subscription mailing in 
addition to the two extra issues, we of- 
fered a reprint of a recent article in Bar- 
ron’s entitled “60 Hedges Against Infla- 
tion.” Of those subscribing, 92 per cent 
sent check with the order. 


NUMBER ONE PERMITS 


Reporter Herbert Ahrend of the 
D. H. Ahrend Company, 52 Duane 
Street, New York City, gives us two 
more candidates for the Club of 
Number One Permit Holders, (busi- 
ness reply card permit). 


One is Camp Sagamore of Milford, 
Pennsylvania and the other is Camp 
Wopowog of East Hampton, Con- 
necticut. Both are sending out ex- 
cellent examples of humanized, mod- 


ernized and personalized Direct Mail. 


Financial . 


GOOD GRIEF 
DEPARTMENT 


Reporter John Plank, Advertising 
Manager of The Shelby Salesiook 
Company, Shelby, Ohio . . . tips us 
off to the surprising fact that an ad- 
vertising specialty company in Beav- 
er, Pennsylvania, is trying to market 
as a “copyrighted item” that old 
optical illusion blotter stunt... 
which has been used so many times 
in the past. Remember? The two 
die-cut curved blotters of exactly the 
same size which when placed side by 
side appear to be of different size. 
One of these days we'll have to fling 
another blast at all these patent and 
copyrighting rackets. 


PATRIOTIC SAMPLING 
CARD 


Reporter James Millar, a manv- 
facturers representative, 316 Ninth 
Street, N.E., Atlanta, Georgia, sends 
an interesting sample of a calling 
card supplied to distributors of The 
Alpha Wire Corporation, 50 Howard 
Street, New York City. The Alpha 
Wire Corporation manufactures spe- 
cial colored covered wire cables for 
the radio trade. On these special 
calling cards, two holes are punched 
about an inch apart under the com- 
pany name, and on hoth sides of the 
company trade-mark. Three pieces 
of wire cable, pasted together, are 
inserted through the holes and held 
in place by bending. Top wire is 
red, the middle white and the bottom 
blue. It is an interesting attention- 
getter and at the same time 
samples the product. There is a slo- 
gan in small type at the bottom “I’m 
Glad I Am An American.” 
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Wanted: 


. @ A RATING BUREAU OF MAILING LISTS 





HE practice of renting to non- 

competing users the use of mail- 
ing lists of customers or prospects 
has made considerable progress in 
the past fifteen or twenty years. The 
use of rented lists has increased tre- 
mendously and, I believe the ethics 
of the business have considerably im- 


proved. 


Any one, however, who rents the 
use of lists from their owners or per- 
mits the use of his lists by other users 
must be lacking in powers of obser- 
vation if he has not discovered that 
there is no such thing as a standard 
of value—of promise or perform- 
ance. 


It is either disheartening or amus- 
ing, according to the viewpoint, to 
note the attitude of many list users 
towards the lists they rent. Shrewd 
buyers who shop for days to get the 
utmost value from the dollars they 
spend for paper, printing and envel- 
opes; who cut their letterhead stock 
from 20 lb. to 16 lb. and their en- 
velope sizes as small as they can to 
try to get a mailing into the postof- 
fice at a certain minimum cost then 
turn around and address these cir- 
culars to lists about which they know 
practically nothing and seem to care 
less. 


If I am not mistaken, the practice 
of list rental first took the form of 
advertisers sending the original in- 
quiries of the original orders on 
which they had built their business 
to other advertisers who copied the 
names and addresses direct from the 
originals. There was little question, 
under this plan, that the names were 
just what they were represented to 
be. By reading the language of the 


coupon or order form, the renter 
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By GEORGE DUGDALE 





Reporter’s Note: George Pfeiffer of the 
J. B. Lippincott Company, 227 South 
6th Street, Philadelphia, Pennsylvania, 
(Chairman of the Philadelphia Direct 
Mail Luncheon Club) warned us on 
June 11th that “ali Hell is about to break 
loose” in Direct Mail and Mail Order 
advertising. He told us about the “bomb” 
dropped by George Dugdale of Delane 
Brown, Inc., Towson, Maryland, at the 
last meeting of the Philadelphia Club. 
The ensuing argument kept the members 
for several hours overtime. Several peo- 
ple wondered whether The Reporter 
would have the nerve to print this 
“bombshell.” We have had run-ins with 
agencies of foreign governments and 
with some Senators in Washington .. . 
so why should we be afraid to tramp on 
a few Direct Mail, Mail Order or List 
Bureau toes? So here goes! Hold your 
hats. George Dugdale and this reporter 
will be on hand to duck the bricks at 
the Montreal D.M.A.A. Convention. 





could easily see just what had in- 
duced the inquiry or order and on 
what date. 


I, for one, do not share the some- 
what common opinion that many list 
owners are dishonest. I do hold to 
the opinion that list USERS are care- 
less, indifferent or downright lazy 
about securing information concern- 
ing the lists they use and that many 
list OWNERS are, themselves, com- 
pletely ignorant about the essential 
information that they should provide 
to a prospective user of their lists. 


One reason for this situation is 
that so many users, particularly the 
large users who are always in the 
market for hundreds of thousands of 
names, take the attitude that, no mat- 
ter what the advance information 
about a list may be, only a test will 


prove whether or not it is good. So 
they make a small test—results are 
favorable—they use the list in quan- 
tity and it falls down. Then comes 
the post-mortem analysis that should 
have been made before the test, which 
proves that some one characteristic 
of the list, if discovered in advance, 
would have set the warning signal 
before the large amount was spent. 


It is certainly not the duty of the 
list owner to examine the circular the 
user proposes to mail to his list and 
express an opinion as to whether or 
not the mailing will be a success if 
addressed to his names. It is the 
duty, in my opinion, of the list user 
to secure the essential information 
from the owner to enable the user to 
make his own decision about the 
value and suitability of the list. It 
is the duty of the owner to supply 
the information honestly and without 
reservation. 


Let us take the term “Mail-order 
buyers” as a descriptive item that 
needs breaking down. List owner 
“A” describes his names as mail- 
order buyers. Examination proves 
that they are people who answered 
advertisements in newspapers and 
magazines and sent $1 cash with 
order for a newly invented gadget. 
Within this type they are excellent 
names but the fact that they bought 
a $1 item is no indication of buying 
power in higher figures. The fact 
that they answered newspaper adver- 
tisements is no sign that they will 
answer direct-selling solicitations in 
the mails. 


List owner “B” describes his cus- 
tomers as a list of mail-order buyers. 
These are people who answered ad- 
inquiries 


vertisements __ soliciting 


o 








about a material that supplies a very 
definite want in a very limited field. 
Only families with incomes of $10,- 
000 or more would be interested or 
could buy this product. A dealer in $1 
packets of Christmas cards by mail 
uses the list and takes a licking. 
Why? 


was in an income group far above 


Because the particular group 


his normal clientele. 


List owner “C” has a list of cus- 
tomers he has built up during the 
current year containing 20,000 names 
and he describes them all as being 
1940 mail-order buyers. Owner 
“D” has a list of 20,000 mail order 
buyers who are also people that 
have purchased in 1940 but whose 
names have been accumulating over 
a period of fifteen years. Each year 


those who become inactive are 
dropped, new names are added, and 
the steady repeating customers who 
buy several times year after year are 
retained so that the list actually rep- 
resents 20,000 “cream” buyers re- 
fined from nearly 250,000 total buy- 
ers. Isn't it perfectly obvious that, 
in the event of an exchange mailing, 
list owner “C” derives many times 
the value from using the list of “D” 
than “D” can possibly derive from 
using the “mushroom-growth” list 


owned by “C”? 


List owner “E” sells by mail on 
open account and has a credit loss of 
When 
his collection system fails to collect 
that fact is noted on the file card but 
When an 


uninformed list user comes along and 


one of every ten accounts. 


the card remains in file. 


rents this list of “mail order buy- 
ers’ his circulars are addressed to the 
unpaid as well as the paid accounts. 
He receives an early heavy response 
to his tests, often including a heavy 
percentage of multiple orders from 
the “deadbeats.” He orders a heavy 
continuation mailing and realizes his 
losses four months later when unpaid 
accounts cannot be collected. 


Another list owner, in describing 


his list, states that the Average 
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amount of orders he receives is 
$3.50 to $50.00. Averages, of course, 
are not expressed in this way. An 
average would be arrived at by di- 
viding the sum total of a large group 
of orders by the number of orders. 
Four hundred orders for a featured 
unit selling at $3.50 and one order 
for $50 gives an average of $3.60 per 
order and to mention a relatively 
few exceptionally large orders in con- 
nection with a lower figure which 
closely approximates the usual order 
is definitely misleading. It is my 
personal opinion that many list own- 
ers who answer a request for “aver- 
age” by stating the minimum and 
received 
have no idea themselves what the 
real average of their orders is. They 


maximum of the _ orders 


apparently don’t even know what the 
word average means. 


Haphazard Control 


In fact, it is my deep conviction 
that many list owners who offer their 
lists for rent cannot answer a few 
simple questions about their lists be- 
cause they don't know themselves. 
Their lists are kept in a haphazard 
way, seldom 
checked for duplications; 


counted, cleaned, 
inactive 
customers seldom if ever removed 
In de- 
fense of such list owners it can, in 
many cases, be said that their list 
maintenance methods suit them and 
they are not particularly interested 
in renting their lists, which makes 
the plight of the list user even more 


pitiable. 


from the so-called active file. 


Suppose a list is in moderate to 
poor condition; the owner is not par- 
ticularly interested in renting it; his 
office help regards the job as an extra 
duty not accompanied by extra com- 
pensation. The user’s instructions 
are frequently ignored or haphaz- 
ardly followed; hand addressing is 
often a fine imitation of the foot- 
prints of a hen with dirty feet; cour- 
tesy titles before names and all punc- 


tuation are omitted. Typewritten ad- 


dressing is sometimes triple-spaced 
and usually poorly placed because it 
is done by part-time piece workers 
under disinterested supervision. 


Is it any wonder that the users of 
such lists find resulting selling costs 


are high? 


What Can Be Done to Change 
the Situation? 


First—prices for lists are pretty 
well standardized at about $13 per 
1,000 for the rental and addressing 
of customer names. 
tion it might be stated, however, that 


(In this connec- 


magazines expect you to lend them 
your active customers for the same 
rental they charge you for their 
lapsed customers. Why the Hell a 
current subscriber is a more valuable 
asset to a magazine than one of my 
active customers is to me is some- 
thing no one has yet been able to 
explain, but the magazine boys work 
on that theory and it must be true.) 
It must be apparent to any list user 
that with this standardization of ren- 
tal charges for lists there is no equiv- 
alent standardization of value given 
in exchange for the rental price. A 
neat stencilling or typewritten job ad- 
dressed to active, carefully supervised 
lists, handled throughout by intelli- 
gent full-time mailing department 
personnel must necessarily be worth 
more than the type of slipshod work 
previously described. 


Second—a list owner who will not 
answer completely and frankly the 
questions that are necessary to enable 
the user, or the list bureau, to prop- 
erly evaluate and rate his list, must. 
until he proves the contrary, be 
placed in one of two categories (a) 
indifferent and ignorant about his 
own list (b) intentionally withhold- 
ing essential information for the pur- 
pose of misleading prospectivt users. 


Certainly I do not intend to imply 
that list users should never rent this 
type of lists. I do intend to express 
the belief that when they use them 
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it should be WITH THEIR EYES 
WIDE OPEN. 
advertiser spending money for dis- 
play 


There is many an 
advertising in publications 
whose circulation statements are not 
supported by A.B.C. audits but the 
advertisers know that fact when they 
spend their money; they don’t go it 


blind. 


Too Much Secrecy 


There is too much secrecy about 
lists that is not justified by the un- 
questioned importance that a list of 
customers bears to the success of a 
There is too 
much unwillingness on the part of 
list users and list brokers to insist 
on a logical and sensible explanation 
of an apparent discrepancy from a 
list owner. 


mail-order business. 


There is too much un- 
willingness on the part of one list 
user who has been gypped to warn 
other list users against the source 
which the gypping 
There is too much willingness to ac- 
cept an explanation that puts the 
blame for a discrepancy on the hired 
help that did the work and not to 
penetrate too deeply into the question 
for fear it might hurt or embarrass 
the list owner. 


from came. 


List rental is becoming a sizable 
business involving hundreds of thou- 
sands of dollars spent annually for 
this purpose. It is time that lists 
were graded and tagged not only for 
what they are and what experience 
previous users have had with them 
but, more important still, a label that 
gives some idea of the type of list 
maintenance and the character of 
the man behind the list. 


I believe list brokers that are of 
the type that deserve the confidence 
and patronage of the large list users 
could afford to get together and 
agree on standards for the classifica- 
tion of lists somewhat along this line. 


Class A list: (Whether it be a list 
of customers. prospects or a com- 
piled list) Owner cooperates in giv- 
ing complete list information; list 
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constantly and periodically revised, 
bad credits removed promptly; list 
contains no parties who are chronic 
returners and no names of parties 
who got on owners books by receiv- 
ing merchandise as gift rather than 
as a purchase. Addressing is neat 
and instructions are intelligently fol- 
lowed; one or more full-time trained 
Com- 
piled lists, inquiries and customers 
are kept separate or, if not the pro- 
portion of each kind in the combined 
list is stated. Complaints, if any, of 
what seemed to be improprieties in 


employes to handle mailings. 


describing list or rendering service 
have been freely and satisfactorily 
explained and, when required, ad- 
justed with refunds. 


Class B list: Owner cooperates in 
supplying most of the essential infor- 
mation and in rendering satisfactory 
type of service but does not have own 
full-time employes doing the work. 
Users who have reported have indi- 
cated complete satisfaction but list 
must be rented, in some cases, with- 
out full and adequate information. 


Class C list: Owner ignores re- 
quests or advances excuses for not 
supplying full information. Service 
rendered to other users seems to have 
been satisfactory but the list must be 
used on the basis of limited informa- 


tion. 


Class D list: List described and 
offered entirely on the statements of 
the owner completely unsupported by 
any corroboration from any other 


source. Use it at your own risk. 


Obviously it should be possible for 
a list owner to advance his list from 
any of the lower classifications into 
the top class by supplying the neces- 
sary information and, when occa- 
sion permitted, to allow a represen- 
tative of a list brokers to actually see 
the arrangement of his names and 
check possible quantities and age. 


All list brokers should give each 
list the same classification except that 
lists handled exclusively by one bu- 


reau would carry his rating alone. 
In order to advance a list in the rat- 
ing of one bureau the owner would 
be required to submit his claims for 
higher rating to at least the three 
leading bureaus and accept the new 
rating assigned by agreement of a 
majority. 


What Are the List Users 
Going To Do About It? 


List bureaus to date have been in 
the enviable position of receiving 
compensation from one party for sell- 
ing to another party a service for the 
value of which the bureau makes no 
guarantees and accepts no responsi- 
bility whatsoever. Exactly compar- 
able to a food broker saying “farmer 
Smith has apples at $2 a bushel.” 
You send $2, receive turnips, and 
blame your disappointment on the 
war or the administration. 


This situation has existed solely 
because of the willingness of the list 
user to spend his money for a service 
that carries no guarantee from any- 
one and carries, in most cases, not 
as much as an adequate description 
of what the seller proposed to de- 
liver. It will continue to exist so 
long as list users continue to feel that 
lists offered for rental are in any 
way different from any other mer- 
chandise for which money is spent. 
On many occasions I have addressed 
circulars to my active customer list 
for users who send such inadequate 
instructions that I could have ad- 
dressed the circulars to any list then 
in my possession without deviating 
in any way from the users written in- 
structions. 


Whether or not it is possible to 
rate lists depends upon the interest 
and cooperation of list owners, users 
and bureaus. Certainly, however, 
until a rating plan is put into use the 
list user can protect his own inter- 
ests by insisting that no list shall be 
accepted or scheduled until it has 
been fully identified and described in 
writing by the owner. 








GRAND PRIZE 


HE REPORTER has decided to 

run a Grand Prize Contest. The 
inspiration for it came the other 
evening during a terrible headache. 
The headache was caused by a severe 
case of indigestion caused in turn by 
the depression incurred in going 
over a whole month’s stack of mail 
received by the neighbors out our 
I wanted to find out what kind 
of Direct Mail was being received in 


way. 


the average home throughout Long 
Island. (And what the average home 
owner thought about the Direct Mail 
being received.) I asked a number 
of friends to save all the Direct Mail 
pieces received during the period of 
a month. Then one evening the in- 
Could it be pos- 
After all these years of 
preaching about Direct Mail .. . is 
it possible that the printers and the 
merchants in the average small town 
are still so backward in knowledge 
of good printed-selling technique? Is 
it possible that manufacturers of 
consumer goods are still so blind to 
the feelings and thoughts of the aver- 
age purchaser? 


spection started. 
sible? 


Sure there were a few good pieces, 
such as a convincing letter from R. 
H. Macy & Co., Inc., New York City, 
about fur storage. That letter is 


good enough to reprint. Here it is: 


Macy’s 83rd year. 
Dear Macy Customer: 


More people had peace of mind last 
year, thanks to Macy’s, than ever before 
in our history. Thousands and thousands 
of discriminating New Yorkers like your- 
self sent their precious furs to Macy’s for 
expert care, then gave them not another 
thought the whole care-free summer. 


Almost $8,000,000 worth of furs (based 
on your own conservative estimate) re- 
laxed in the cool depths of Macy’s vaults, 
safe from the ravages of moths, heat and 
theft. 


Of course, your furs will be among them 
this year, with furs growing more valu- 
able every day. Here are five sound rea- 


sons why: 
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1. Only professionals in this highly sci- 
entific field should be trusted with 
your furs. For years now, Macy’s 

has stored millions of dollars worth 


of furs. 


2. Macy’s experts check our vaults’ 
temperature and humidity and main- 
tain them as prescribed by Macy’s 
Bureau of Standards. 


3. Your furs are never cramped for 
space. This year Macy’s has added 
two more vaults to our present enor- 
mous capacity. 


4. If your furs need repairing, Macy’s 
famous low prices prevail. 


5. Bonded Macy drivers call for and 
deliver your furs. 


For your convenience, we are enclosing 
a postage-free return card with storage 
rates. Simply fill it in and drop it in the 
mail box, or phone LAckawanna 4-6000, 


and we will call for your furs. If you 


wish to bring your furs in, the Fur Stor- 
age Department is on the 3rd Floor, in 
the rear of the 7th Avenue Building. 


Sincerely yours, 
. 


There were a few good manufac- 

turers pieces, or syndicated pieces 

. such as an embossed folder 
mailed by an awning house. 


The worst piece was mailed by a 
candy store, and at first we thought 
it might be a joke, with 11 different 
type faces and an old-fashioned bor- 
der design on a single 74% x 10 sheet. 
The printer who produced that night- 
mare should be shot. 


And imagine a gift shop sending 
out an announcement on expensive 
tinted double-deckle paper, printed 
in two colors, with the copy reading 
as follows: 

You are cordially invited to visit our 


shop at Number Blank Avenue, Rockville 
Centre. 


If we have had the pleasure of serving 
you, may we inform you that our stock, 
constantly changing, offers many new at- 
tractive and useful articles, either for your- 
self, your home, or as gifts to others. 


CONTEST 


We are most cautious and discriminat- 
ing in our selection of merchandise. This 
enables us to display quality goods and, 
incidentally, an extensive line at wide 
price range. Your inspection and ap- 


proval will justify our efforts. 


Briefly, we carry a large array of Greet- 
ing Cards. Also Plated and Sterling Sil- 
ver Pictures, Crystal, Venetian Glassware, 


Costume Jewelry. Handbags, Leather 
Goods, Occasional Furniture, Artificial 
Flowers, Pottery, Lamps, Mirrors and 


many specialties. 


Anxiously awaiting your visit, fully con- 
fident that we can please you, we are, 


Respectfully, 


(Signed) 


A heck of a lot of selling in that 
kind of copy! 


About half way thru the job of 
analyzing this month’s supply of 
Direct Mail received by an average 
suburban householder we de- 
cided that the only solution was to 


run a Grand Prize Contest. 


Why not get some consumers or 
Direct Mail receivers around the 
country to save their mail, analyze it 
and write it up ... and then print 
the results of this survey so that let- 
tershops, printers and Direct Mail 
creators could reproduce and dis- 
tribute to the small retailers and 
manufacturers who are buying and 


mailing such useless Direct Mail? 


Therefore The Reporter announces 
a Prize Contest. The closing date 
will be September 24th, 1941. 


The rules are as follows: (And we 
hope many of the readers of The 
Reporter will follow these rules even 
though they do not care or hope to 
win a prize). 


Rules 


1. Save every piece of Direct Mail 
received in your home during the 
period of at least 30 days. Longer 


if possible. Ask some of your neigh- 
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bors to do the same thing. If pos- 
sible, get some friends of yours in a 
trading area different from your own 
to save all of the Direct Mail they 
receive. 


2. Prior to September 24th, ex- 
amine all of the Direct Mail received 
by you and your friends. Make up 
your own system of examination and 
analysis, 


3. Then write not less than 1,000 
words nor more than 3,000 words, 
describing your reactions to the Di- 
rect Mail received. Criticize it, 
praise it or arrange it in statistical 
classification of your own choosing. 


4. Select your own title for your 


analysis. It should follow along the 


lines of “What I Think of The Di- 
rect Mail I Received in My Home” 
or “What Retailers Don’t Know 
About Direct Mail” or “How Retail- 
ers Could Do A Better Job in Con- 
tacting Householders With Direct 
Mail.” There are plenty of possible 
titles. 


5. Send your analysis to The Re- 
porter, at 17 East 42nd Street, New 
York City, so that it reaches our of- 
fices before the end of business on 
September 24th. The Reporter will 
appoint a Board of Experts to ex- 
amine all papers submitted. 


For the Winners 


The Reporter will pay $25.00 and 
give a five year subscription to The 
Reporter to the person submitting the 
best paper on the subject assigned. 


The Reporter will pay $10.00 for 


the next best paper. 


A consolation prize of $5.00 will 
go to the third best analysis. 


(And there should be plenty of 


Honorable Mentions. ) 


The winning papers will be printed 
in The Reporter and will be offered, 
with no strings attached, to all pro- 
ducers and counsellors who wish to 
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reprint,—so that wider distribution $5,000 for the winning paper. Such 
can be obtained and so that the gen- a paper would be worth $5,000 to 
eral character of local talent Direct the Direct Mail Industry (an indus- 
Mail can be improved. try which isn’t organized sufficiently 
to raise the money for such a prize). 
For the present . . . the prizes stated 
will have to do. 


We will recommend to the Pro- 
gram Chairman for the October Di- 
rect Mail Advertising Association 
Convention in Montreal, Canada, that How many of you will tackle the 
the writer of the prize winning an- job? Although it’s not necessary, 
alysis be invited to appear on the — your reporter would appreciate hear- 
Convention platform. We wish that ing from all those who intend saving 
we had sufficient resources to offer their mail and writing a report. 
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FREE HELP FOR HOUSE MAGAZINE EDITORS 


The Institute of Life Insurance, 60 East 42nd Street, New York City, has a fine free 
service which house magazine editors should know about ... and YOUR REPORTER 
apologizes for not telling you about it sooner. We picture here six reduced versions 
of a series of “Our Democracy” Cartoons which have been drawn by the well-known 
artist Hubert Mathieu and which have been furnished to weekly and daily newspapers 
throughout the country by the Institute for the past 50 weeks. New cartoons are issued 
weekly. These and other cartoons in the series are available in either glossy proofs, 
mats or stereos in the actual size, 434x714 inches. Write to Arthur C. Daniels, Institute 
of Life Insurance, 60 East 42nd St., New York City, and he will give you prompt service. 
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ADVICE TO THE CLASS OF 1941 


RILLED into me_ twenty-six 
1) years as thoroughly as _ the 
multiplication tables, I can still re- 
member, word for word, the “proper” 
opening and closing for a letter of 


application for a business position, as 


taught in the New York City schools. 


“In reply to your advertisement 
in the (name of paper) on (date) | 
hereby respectfully apply for the po- 


— ‘o 
sition. 


Do they still teach the same thing 
today? Judging from the hundreds 
of letters that come to my desk, the 
answer is “Yes.” Or, if they've 
abandoned that form, they’ve taught 
nothing better. Letters of applica- 
tion for copywriting jobs are, on the 
whole, rather sad affairs, even some 
of those that come from experienced 


advertising men. 


I have always held the viewpoint 
that there is no better test of a man’s 
ability to write advertising copy than 
is presented by the problem of wri- 
ting his own letter of application. 
Surely, hell never know more about 
someone’s product than he knows 
about himself. Certainly, he'll never 
have a greater incentive to sell any- 
thing than he has to sell himself. 


Why, then, do so many letters of 
application contain the protestation, 
“I know I can write good copy’ — 
and then fail so miserably to prove 
it? 


Recently, I had occasion to re-read 
Here 


are a few almost unbelievable ex- 


some copywriter applications. 


cerps from those letters: 


“T submit herewith the following 
data on myself, who am applying for 
a position with your firm as copy- 


. ee 
writer. 


“Eight years of business experi- 
ence, five of which has been in ad- 
vertising copy-writing work.” 
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The Reporter prints very few articles . 

but here is one that must be printed. R. 
W. Graham, a member of the staff of 
Gray & Rogers Advertising Agency, 12 
South Twelfth Street, Philadelphia, Penn- 
sylvania, wrote the following valuable 
outline as his contribution to the young 
men and women who are seeking em- 
ployment in the advertising field. We 
suggest that all teachers of advertising 
courses save this article until June of 
1942 ... so that it can be read to the 
graduates at that time. We can think of 
many other types of people who could 
profitably study and follow Mr. Graham’s 
sound advice. H.H. 





“I am writing to ascertain whether 
or not you might require the services 
of a copywriter and layout person.” 


“T am now desirous of obtaining 
employment.” 


One application contained a non- 
stop sentence winner with 137 words! 


But the real gems of these letters 
from would-be copywriters are the 
closing sentences. I have always be- 
lieved that a good sales letter should 
end with an urge to action, an appeal 
based on reason, or a special offer. 
In other words, “put a hook on the 


end of your line.” 


But read these closing sentences 
from the same file of letters: 


“Please be assured of my earnest- 


ness.” 


“May I then, at your later con- 
venience, discuss in all detail, the 
matter of a position?” 


“I await your decision.” 


“IT should appreciate your favor- 
able consideration of my applica- 
tion.” 


“Could I see you for a few minutes 
some week-day?” 


None of these closing paragraphs 
would make a strong ending for an 


advertisement or a sales letter. Why, 
then, should they be expected to get 
results for a letter of application? 


To be more constructive, let me 
recommend several courses of action 
that experience has proved effective 
in getting an interview for a position 
as agency copywriter: 


(1) Write a sales letter. Sit down 
in front of your picture, as you would 
in front of a product and write to 
sell, Look at yourself and say “What 
have I got that every other applicant 
hasn't got?” Make that your lead- 
off. Forget all the personal details 
about height, weight, color of eyes. 
Copy-writers are not bought by the 
pound. Don’t confine your letter to 
one page—or ten pages—if it takes 
more than that to tell your story 
without verbosity. Finally, end your 
letter as you'd end any sales letter— 
or any advertisement, for that mat- 
ter. Make a bid for action. 


(2) If you can’t write a sales let- 
ter, write a human letter. Many 
young men who will some day make 
good copywriters really have very 
little to sell to their first employer. 
But they ll never get as far as an in- 
terview if their letter sounds like 
something copied from a text book. 
Write as though you were writing to 
But don’t be 
Imagine you were 


someone you know. 
fresh or flip. 


writing to your father or your uncle. 


(3) Perhaps the best letter of ap- 
plication is the one that doesn’t ask 
for a job at all. It asks for advice. 
Almost any man is flattered that you 
want his advice—and advice is easier 
to give than jobs. This is an excellent 
line of attack for the man with a 
good personality. His request for 
advice will probably get him his in- 
terview. In the interview, he can 
sell himself. 
work with men we like. True, we 
hire a man for his ability, but we 


Most of us prefer to 
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first become interested in his ability 
when we realize that we like the fel- 
low, personally. 


Finally, remember this one funda- 
mental difference between people and 
things: You can sell a man a barrel 
of sugar, even though he doesn’t need 
it for tomorrow's coffee. But you 
cant sell a man a copywriter until 
he actually sees the immediate need 
for one. He can store the barrel of 
sugar and use it as he needs it, know- 
ing that someday he'll get his money’s 
worth out of it. But few agencies 
will hire a copywriter until they can 
put him right to work. Strange as 
it seems to seem to some applicants, 
there are agencies who have all the 
copywriters they need to handle cur- 


rent business. 


Your strategy therefore is clear. 
Write your sales letter. Get your in- 
And then keep up the con- 
tact at frequent intervals by mail, 


Let the fre- 


quency depend upon how much en- 


terview. 
phone or personal call. 


couragement you get, on how fast 
the agency is growing, on how cor- 
dially (or otherwise) your personal 
follow-up is received. 


Remember that you are asking 
someone to invest over $1,000 in you. 
(A minimum year’s salary for any- 
Few thou- 
sand dollar-sales are made from one 


one who can write at all.) 


advertisement or one sales call. So 
don't be discouraged if you _ get 
turned down by fifty agencies on 
Follow them 


up again and again—as long as your 


your first fifty calls. 


intestinal and mental fortitude hold 
out. 


Someday your opportunity will 
come if you deserve it. Today’s 
copywriters can’t live forever. While 
youre waiting, you can take some 
other job to provide the necessities 
of life. 
you do in the interim, you may find 
that the experience will be useful to 


No matter what sort of work 


you someday when you get your copy- 
writing job. 
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SURVEY 


OF ALUMNI 


OPINION 


Those interested in mail surveys 
should see the 25 page, 6 x 9 printed 
report of The General Alumni Soci- 
ety of The University of Pennsyl- 
vania. This report covers a mail sur- 
vey of Alumni opinion . . . and it 
certainly justifies some of the opin- 
ions expressed by this reporter when 
he appeared before the Alumni Sec- 
retaries Association several years ago 
At that time we told 
the Alumni Secretaries that college 


in Swampscott. 


magazines in general had failed to 
keep in step with the times. Our old 
school, The University of Pennsyl- 
vania, decided to accept the chall- 
enge. This reporter served on a 


Survey Board which consisted of: 


Dr. Herman Hettinger, Associate 
Professor at the Wharton School. 
Market Research Consultant for the 
Columbia Broadcasting Company; 
Dr. Howard Hovde, Assistant Profes- 
sor at the Wharton School, President 
of the American Marketing Associa- 
tion; Edgar J. Loftus, Vice-President 
of Alumni Association, Chairman of 
the Editorial Board; J. H. Breiel, of 
N. Y. Ayer & Son; Horace Lippin- 


cott, Editor of Alumni Publications. 


Many meetings were held to work 
out a system by which we could get 
an exact mathematical cross-section 
of present members, former members 
and non-members, with a statistical 
and accurate cross-section of all de- 
partments, classes and geographical 
divisions. 


Four thousand and fifty question- 
naires containing 16 carefully pre- 
pared questions were mailed. Seven 
hundred and two questionnaires were 
returned. 
results (by sample groups) are extra- 


The percentage 
ordinarily accurate. For example: 
A perfect sample of non-subscribers 
would have included 25.5% from the 
Wharton School; 24.5% 


actually 


was received. A perfect sample of 
all groups would have _ included 
74.4% from the Middle-Atlantic 
States; actually 78.2% was received; 
a perfect sample of former-subscrib- 
ers would have included a 2.7% re- 
turn from the Veterinary School, 
while actually 2.7% 
That is hitting close. 


was received. 


It is impossible and unnecessary in 
The Reporter to give a complete 
summary of returns. But the com- 
bined indicate that the 
Alumni magazine must be brought 
up to date, since of the former mem- 
bers who dropped out, 34.2% didn’t 
like the magazine and 21% thought it 
cost too much so they couldn’t afford. 
From the point of view of readers of 
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answers 


. the most revealing 
question was Number 16. “If you 
were selecting an editorial style for 
an Alumni Publication, what popu- 
lar national magazine would you 
choose as a model?” Time Maga- 
zine received the top vote of 30% of 
all returned questionnaires, but that 
figure is misleading, since 42.9% of 
those who returned the questionnaire 
failed to answer Question 16. Time 
Magazine therefore received better 
than a 50% vote of those who selected 
a magazine as a model. 
next with a statistical percentage of 
09.0%,—with Reader’s Digest fol- 
lowing with 05.0%. (People want 
brevity, sparkle, livliness. 


ber that.) 


Life was 


Remem- 


We understand that printed copies 
of this report have been supplied to 
the Secretaries of all College Alumni 
Association. Others who might be 
interested in this carefully conducted 
statistical mail survey of Alumni 
opinion perhaps can obtain a copy 
from Charles J. Miel, Secretary of 
the Alumni Society, University of 
Pennsylvania, Philadelphia, Pa. 
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WHET THEIR 
APPETITES 











WITH GOOD ADVERTISING 
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People of every age and circumstance 
unconsciously judge a product by the 
maker’s own regard for it, as evidenced 
by the quality of his printing and the 
paper used. Help advertisers design 
good sales literature, sell them quality 
work, and use Champion paper. There’s 
a grade for every need... coated and 
uncoated book, offset, cover, postcard, 
envelope, and cardboard. They all help 
make the public hungry enough to buy 


whatever your customers have to sell. 





THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 














MILLS AT HAMILTON, OHIO . .. CANTON, N. C. . .. HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing . . . Over 1,500,000 Pounds a Day 
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WATCH THOSE LITTLE 
DETAILS 


We believe that every reader of 
The Reporter will admit that the fol- 
lowing copy constitutes a good sales 
letter. It was nicely multigraphed 
on the beautiful three color air 
brushed letterhead of The Service 
Caster and Truck Co., Albion, Mich- 
igan. Read it: 





You won’t hear this 
over the radio. 
Listen: 

As you sit now reading this letter .. . 
contract the muscles in your legs and 
push lightly with both feet. 

Does your chair alertly roll back from 
your desk, some two or three feet? 

Or, is it necessary to half-stand and 
kick the chair back with your knees? 

We knew that some day, someone was 
bound to develop a real chair caster. So 

. . we thought we would do it first. 

The folder tells about it. 

But, the casters speak more eloquently 
in terms of performance. They happily 
go places. 

Do this. Pick out the chairs in your 
office now riding on casters that are giv- 
ing trouble. Count them. Then, tell us 
how many. 

The proper number of casters .. . 
whether it’s one or twenty sets .. . will 
be sent to you at once. Open account. 

Use them for a while . . . yes, even up 
to 30 days. Then, if you feel that they 
are not the finest chair casters you have 
ever seen ... return them at our expense. 

The card will bring them. 

Sincerely, 
W. B. Lackey, Jr. 





Now let’s get back to the line “The 
folder tells about it.” Folder was a 
four page affair measuring 354 x 85% 
folded. We illustrate the cover. 
What’s wrong with it? When this 
reporter visited Albion last month, 
we kidded the advertising depart- 
ment about this folder. It’s all right 
to get sex appeal into a cover (even 
though George Kinter of Pittsburgh 
may object). But why in the world 
show a pair of legs in a position 
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which does not tie in with the letter. 
Why not show the legs pushing back. 
And why not show one leg of the 
chair with a caster. In spite of these 
criticisms, we understand that the 
mailing was extremely successful. 
Our only reason for bringing it up 
is to caution all readers to watch lit- 
tle details. 


Joe: “I want to change my name, your 
honor.” 

Judge: “What is your name?” 

Joe: “Joe Stinx.” 

Judge: “I don’t blame you. 
you want it changed to?” 

Joe: “Charlie.” 

AECO from In Transit 


What do 


THANK YOU LETTER 


Mary Ellen Clancy, who runs a 
letter service company at 250 Park 
Avenue, New York City, sends us a 
Thank You letter which deserves re- 
printing. Here it is: 





“How many of us stop to say ‘thank you’ 
in the usual rush of a busy day? Not 
many, I’m afraid. Most of us really feel 
that ‘thank you’ but we're too busy to 
say it. 

This morning I said ‘thank you’ to the 
elevator operator, and he was so surprised 
he seemed to question my mental balance. 
But, when he saw I really meant it, his 
face beamed. He probably felt his ‘ups 
and downs’ were really being appreciated. 


And so you, too, are doing something 
for me that is appreciated, and I am taking 
these few moments to thank you 'person- 
ally for the work you have given us. 


We’re happy to serve with each new job, 
and if a ‘thank you’ isn’t immediately forth- 
coming, we want you to know it’s on the 
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way. 





Reporter's Note: Miss Clancy re- 
ports that she wrote this on the spur- 
of-the-moment and “got it out during 
a quiet week.” As she was signing 
the letters, the thought flashed 
through her mind on 3 different let- 
ters—“I should ask you to pay your 
bill, instead of thanking you for the 
work you gave us.” But the letters 
went thru as written. To her delight, 
No. 1 delinquent sent a check in full 
with no comment; No. 2 sent a nice 
letter with $25.00 on account and a 
promise to pay the balance very 
shortly; No. 3 took the trouble to 
telephone and thank Miss Clancy for 
the letter, saying that he was sorry 
he has overlooked his bill and that 
he was sending a check that day. 
Which seems to prove that a sincere 
and friendly Thank You letter may 
sometimes prove more resultful than 
a hard-boiled collection letter. Other 
customers telephoned to thank Miss 
Clancy for the Thank You letter and 
give instructions for picking up new 
work. Why in blazes don’t more peo- 
ple thank customers for orders? 
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A QUAINT IDEA 


Reporter Warren Sumner of The 
G. Lynn Sumner Company, 285 Mad- 
ison Avenue, New York City, sent us 
what he considers a “quaint idea.” 
At first glance, it didn’t look like such 
a hot idea . . . but maybe this tailor 
up in New Haven has really discov- 
ered a new type of attention-getter. 


Mr. Sumner received a plain white 
envelope bearing a 3c stamp and 
postmarked at New Haven on June 
3rd. Inside the envelope was one 
sheet of correspondence paper meas- 
uring 542 x 84%. It was excellently 
multigraphed with blue ribbon and 
at the top of the sheet was a “2” indi- 
cating Page 2. There was no Page 
1. At first glance it looked like some 
friend had sent Mr. Sumner the sec- 
ond page of a personal letter received 
from some other friend. The copy 
follows: 


“and the rest of the boys dropped over 
for the reception but were sorry they 
didn’t arrive earlier. Their honeymoon 
will probably include the places we spoke 
about when I last saw you and I wouldn't 
mind taking the trip myself. 


I'm certainly looking forward to going 
back to New Haven for reunion and from 
what I hear it’s going to be better than 
ever. I bought a couple of those light- 
weight Rangoon suits from Fenn-Feinstein, 
really swell tailors who have been making 
my clothes since I was in prep school. I 
picked them out in their New York store 
over on Fifth Avenue corner 43rd, and I’m 
going to have them fitted in their New 
Haven store over on York Street, next to 
Elm, on Monday and I'll probably have 
plenty of trouble standing up after our 
party Sunday night. I hope you come 
along with me because | want you to see 
their Rangoons—the coolest and most com- 
fortable darn things I’ve ever worn and 
they really keep their shape. They also 
have the most wonderful collection of 
Cashmeres which | am considering for a 
sport coat but | want your help to make 
my choice. 


May possibly drive up to visit Jim over 
the week-end and if you think you can 
make it | wish you would wire me. 


Reporter's Note: And that was all! 
Perhaps some Reporter reader can 
find an adaptable idea in this stunt. 
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SPEAKING OF CONTINUITY... 


Here’s one for the book. 


Imagine 26 mailings in a contin- 
uous campaign with not a single 
change in design, art or format... 
and never more than eight or nine 
lines of copy changed. 


The “campaign” pictured - here 


was started more than a year ago by 
William Bell Wait, lawyer and active 
Director of the Valve Pilot Corpora- 
tion, manufacturers of a pilot device 
for constantly recording the speed of 
railroad locomotives. The card on 
which the owl appears measures 5°4 
x 414. There is a die-cut flap under 
the owl’s wing and along the bottom 
border. A little four page folder 
measuring 244 x 234 (folded) is in- 
serted under the owl’s wing and at 
the bottom flap. 2,200 of these cards 
are mailed every two weeks to rail- 
road executives. The only difference 
in appearance is that the cover colon 
of the folder is changed for each 
“Verbum Sap” is the only 
wording appearing on all covers. In- 


mailing. 


side copy has a greeting card effect 

. giving quotations or a short sta- 
tistical report. In early stages of 
campaign, quotations were rather 
abstract and did not seem to apply 
either to the company or to the prod- 
uct. In few cases was the product 
even mentioned. Your reporter 





learns that railroad executives at first 
were amused and then began getting 
worried. Some were so worried that 
they wrote in to ask “What the hell 
does Verbum Sap mean.” It hap- 
pens to mean an abbreviation of the 
Latin-verbum Sapienti Satis est 
(verb. Sap.) meaning “a word to the 
wise is sufficient.” Continuity con- 
scious Wait says he may change the 
stance of the owl, with a knowing 
wink, after the whole railroad indus- 
try gets wise to the value and effic- 
iency of the valve pilot device on 
each big locomotive. 

If any readers of The Reporter 
know of similar cases of unchanging 
continuity in format . . . we'd like 
to hear about them. 
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WHAT TYPES OF 
BUSINESS ORDER THE 
MOST LETTERHEADS 


Reporter Dick Faulkner of the In- 
ternational Paper Company, 220 
East 42nd Street, New York City, has 
given us a unique case history. The 
Advertising Department of the In- 
ternational Paper Company wrote to 
5.200 printers and asked them to 
name the kinds of business which re- 
quired, from the printer, the great- 
est number of suggestions for letter- 
head designs. 1,200 printers replied 
(slightly less than 25 per cent). 
After all the votes had been tabu- 
lated, here is how the 12 lines of 
business showed-up in order of im- 
portance: 


Real Estate and Insurance 
Hotels—Resorts—Cafes 
Building Material and Lumber—Archi- 


tects 
Coal and Qil Dealers 
Electrical Appliances 
Florists 
Furniture—Interior Decorators 
Automobile Agencies 
Women’s Wear 
Launderers & Cleaners 
Men’s Wear 


Dairy Products 


The International Paper Company 
then set to work to produce a port- 
folio giving three suggested designs 
for each of these twelve classifica- 
tions of business. Letterheads were 
all designed with available print 
type, plus a few available stock de- 
signs. After the 36 page plastic 
bound 81% x 51% portfolio was pre- 
pared, a broadside announcing this 
portfolio was mailed to 22,136 peo- 
ple (printers, agencies, advertisers, 
etc.). As a result of the broadside. 
4,500 requests were received for the 
sample portfolio (better than a 20 
per cent return). 


So? People don’t read Direct 
Mail? People will read your Direct 
Mail if it is carefully and intelli- 
gently planned. 
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CHARTING THE ADVERTISING 





Reporter J. P. Dobyns, Manager of 
the Advertising Department, (Ameri- 
can) Lumbermens Mutual Casualty 
Company of Illinois, Chicago, sends 
us a most interesting item. We re- 
produce the chart (original size, 
1644” x 1114”) showing the set-up 
of their Advertising Department. Mr. 
Dobyns uses this chart in explaining 
the work of the Advertising Depart- 
ment to the Directors, executives and 
employees of the company. For the 


DEPARTMENT 


information of this reporter he cir- 
cled in red pencil those portions of 
the program where Direct Mail is 
used, so that we could see the impor- 
tant part Direct Mail plays in the 
entire advertising program. 

How many other Advertising Man- 
agers prepare an understandable, de- 
scriptive chart of their operations, so 
that the executives of the company 
know exactly how they are advertis- 


ing... and why? 








ADVERTISING OBJECTIVES 
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BABY CHICKS AGAIN 


If we are still alive and kicking, 
this reporter is scheduled to be in 
Kansas City the week of July 22nd, 
to act as Direct Mail Counselor for 
the Baby Chick Annual Convention. 
If it is as hot in Kansas City this 
next July as it was in St. Louis last 
July . . . well, let’s not think of that. 
Meeting these hatchery people from 
all over the country is an interesting 
and thrilling experience. These folks 
use tons of Direct Mail and they are 
struggling hard to learn the right 
techniques. Already we are begin- 


ning to receive samples of the Spring 
1941 promotion. Most of them are 
still too cluttered up with long-wind- 
ed explanations. Our advice to baby 
chick producers . . . and to Direct 
Mail users in general . . . is to make 
your sales messages as brief and pow- 
erful as possible. You are compet- 
ing with hysterical headlines and rap- 
idly moving world events. Make your 
Direct Mail attractive. Make your 
copy so simple that the story can be 
put over in the briefest possible 
time. 
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POSTAL RATES 
We see by the Postal Bulletin that 


the 3c rate on first class non-local 
mail will be continued. 

And while we are on the subject, 
we should give a salute to Editor 
Floyd L. Hockenhull of Circulation 
Management, for a small item which 
appeared in his June 1941 issue. As 


follows: 


AGAINST POSTAGE INCREASE 
Sirs: 

We know that before 2nd-class postage 
rates are increased, other things should 
be done to reduce Post Office expenses. 
Are Publishers doing anything to oppose 
an increase in 2nd-class rates? . . . 


P. W. M. 


Press associations are asking for broad 
economy reforms in the postal service be- 
fore any change is made in rates and serv- 
ices for publications. 
urged: 

1. That all abuses of the franking 
privilege be stopped. 

2. That government bureaus stop flood- 
ing the mails with unnecessary printed 
metter. 

3. That postal employes be placed on 
a strictly merit basis. 

4. That the purpose for which rural 
free delivery was established be consid- 
ered; that actual cost of carrying publica- 
tions as additional mail matter be figured 
in determining costs. 

5. That distribution of unaddressed 
handbills in boxes be stopped.—Eb. 


Among the reforms 


RETAIL STORE 
ADVERTISING 


Our somewhat nasty crack at retail 
store advertising men on Page 3 of the 
May issue . . . pulled only one re- 
sponse. But that response came from 
the Advertising Department of a very 
large department store which hap- 
pens. to be a very large user of Direct 
Mail (not located in New York). The 
writer of the letter promises to visit 
this reporter within the next month 
to present a plan by which The Re- 
porter can secure more items about 
retail store advertising. We shall 
wait patiently, but not dependently. 
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SUPER-EXCELLENT 
CUT-OUT 


Congratulations to The Sunday 
Times of Los Angeles, for a really 
dramatic cut-out folder. We picture 
it here. Over-all dimensions of ori- 
ginal are 7” wide by 12%” high. A 
four page affair printed on heavy 
coated stock. As you open the folder, 
the cut-out girl is shown in other 
poses. And the copy is about this 
typical woman reader of The Sunday 
Times. Good promotion. 





EXCELLENT TIP-ON 


Remember in the Survey of Unu- 
sual Direct Mail, we mentioned the 
growing use of tip-ons. One excellent 
current example is mailing piece is- 
sued by The Blue Network of NBC. 
Cover is entitled “Coverage.” Illus- 
tration shows sleeping man. His 
covering is a tipped-on piece of blue 
cloth, die-cut in the familiar form of 
the blue cloud used in NBC promo- 
tion. The tip-on makes you want to 
touch it to see if your eyes are de- 
ceiving you. 


HORRIBLE 


Reporter Sam Norton, Linton Bro- 
thers & Company, Fitchburg, Mass., 
sent us a dandy. It’s a double folded 
self-mailer, held together with a pre- 
cancelled stamp. Nothing on the 
front or back except the hand-written 
address. Break the stamp, and the 
thing opens to show a left hand 
blank page, a right hand page that’s 
printed upside-down (turn it around 
and you find it’s the message side of 
the reply card). Open the second 
fold and you see the message “Time 
is Money—smash the bottlenecks that 
hold up your plant and office work. 
Fill out the attached card and mail it 
NOW.” An arrow points to the front 
side of the detachable reply card. 
Then, if you’re interested in seeing 
what you are sending for, you have 
to turn the card sideways to read the 
reproduction of a column ad for the 
Hunter Electro-Copyist. 

Wrote Sam: “The effect of the 
first opening alone is enough to make 
one wonder whether the struggle is 
worthwhile or not. What do you sup- 
pose would happen to the National 
Accident Rate if the outdoor bill- 
board fellows left half of their space 
blank and printed the balance upside- 
down? 

The job, aside from the fact that it 
is run on cheap paper, completely 
lacks in printing character. It has no 
scoring, no perforations, and as far 
as we can see, nothing to recommend 
it. 

a 


MORE TONIC 


The Reporter defies description. It 
is just what a man needs who has 
direct mail bats in the belfry. It 
tells him what is going on and it 
keeps him pepped up. You are pub- 
lishing a fine magazine, and the last 
number was the cat’s kittens. Any 
man who didn’t think this was worth 
the price of a year’s sub is a sour 
stomach, dyspepsia victim. 

Harry SAHL, San Pedro, Calif. 
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COMPLICATED 
PRINTING JOB 


The Gold Palm for the world’s 
most complicated printing job should 
go to the American Colortype Com- 
pany (Clifton, New Jersey plant) 
for its recent production of a die-cut 
“Color Helm” for Fiatelle, Incorpo- 
rated, Ridgewood, New Jersey. There 
is a stapled series of four die-cut 
(slotted) wheels which construct 
every conceivable ink and color com- 
bination . . . with a full set of instruc- 
tions showing how to measure and 
determine color combinations on a 
percentage basis . . . to be used by 
universities, artists, manufacturers, 
stylists, sales personnel, interior deco- 
rators, teachers and students of art 
and color and home economics, as a 
color guide and counsellor. This 
complicated Color Helm was run on 
13,000 sheets a 42 x 53—8 ply coated 








(one side) board. There were 48 
different impressions of color, two 
black impressions on the face and 
one black impression on the back. 
And on top of all that, three gray 
impressions on the face. The job was 
run on a two-color Miehle press and 
it took two days to make ready each 
time a new form was added, After 
all colors had been printed, the com- 
plete sheet was spirit varnished and 
die-cut in single units from one die. 

Congratulations to everyone con- 
cerned for an expert job of handling 
color. 


MINIATURES ... AND 
RETURN CARDS 


Would you like to see a fine cam- 
paign built around the format of a 
miniature folder with attached return 
post card? Try to get a copy of the 
sample packet issued by the Amer- 
ican Writing Paper Company of Hol- 
yoke, Massachusetts . . . containing 
samples of 23 lithographed folders 
prepared for the use of agents for 
the “Security Group.” 


This series of folders goes through 
the whole range of trick folds, die- 
cuts and novel pop-ups. All meas- 
ure 3144 x 5 (folded). Each one has 
a return business reply card as an in- 
tegral part of the printed piece. Dif- 
ficult to picture or explain more fully 
here. Will be on display in The Di- 
rect Mail Center, but the American 
Writing Paper Company may have 
extra copies. It’s a fine campaign. 
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A FRANKING ABUSE 
CORRECTED 


Herman Herst, Jr., 116 Nassau 
Street, New York City, a dealer in 
postage stamps for collections, tells 
us about an interesting fight on the 
misuse of the franking privilege. A 
fight that turned out successfully. 


In a nutshell, here are the facts. 
The Pan-American Union in Wash- 
ington, which is a Union of all the 
American republics, enjoys by law, 
the franking privilege. The South 
Americans have been selling stamps 
to American collectors at face value 
but calculated in American dollars 

. and have been doing quite a 
business. 


The Pan-American Union began 
circularizing stamp collectors all over 
the country, sending out lists, bulle- 
tins, booklets and building up a size- 
able business, all without paying a 
penny in postage. This end of the 
business was so profitable that they 
went into the book business and later 
on, labels and posters . . . all sold 
by mail but mailed under the free 
frank. 


Mr. Herst and several of his 
friendly competitors protested and 
the story ends happily. The Govern- 
ment stepped in and the franking 
privilege was withdrawn from the 
stamp and book selling operations of 
the Pan-American Union. 


So here’s a precedent case for the 


Post Office Department. If the frank- 
ing privilege can be restricted in one 
case, then the Post Office could re- 
strict the unfair use of the franking 
privilege by members of Congress. 
Paraphrasing Walter Winchell . . . 
“why doesn’t someone do something 
about it?” 


SALUTE TO A 
CONSCIENTIOUS MAN 


This reporter has just secured a 
letter mailed June 27, 1941, from 
the Treasury Department, Office of 
the Secretary. It is an answer to a 
letter from an old acquaintance of 
Secretary Henry Morgenthau, Jr. 
The subject did not specifically con- 
cern the Treasury Department . . . 
but it did concern the welfare of the 
United States. 

Henry Morgenthau, Jr. wrote in a 
friendly fashion. He used the regu- 
lar Treasury Department stationery 
and penalty envelope. But his office 
placed a three cent stamp over the 
usual penalty phrasing. 

That letter could have been classi- 
fied properly as official government 
business . . . but Henry Morgenthau, 
Jr. seems to believe in leaning over 
backwards to be conscientious about 
his use of the free mailing privilege. 

Will Senators Wheeler, Nye and 
Clark and Congressmen Fish, Hoff- 
man, Dworshak, Oliver, etc., etc. 
please note and blush. 


BOOBY PRIZE 


Of all the articles I have read in 
The Reporter, the May issue’s “Here’s 
a Good Idea” surely hits the spot for 
the booby prize. Since when did 
anything you print take too long to 
read? Your issues are so packed 
with essential information that if 
they were twice their size, they 
wouldn’t be too long for my dough. 
Reporter Grinton’s condensation 
couldn’t possibly contain the infor- 
mation that your articles do. It looks 
as though you are trying to cut your 
nose to spite your face in pushing 
the condensing proceedure. By now 
I guess you can see that your idea 
of “making them briefer, more speci- 
fic, more to the point” does not click 
with this fan and he hopes that many 
more readers agree with him. 

In keeping with this thought how 
could you possibly have condensed 
your “War In the Mails” article? I 
have never seen an article with so 
much punch and evidence so thought- 
fully put together. 

Cordially yours 
CHARLEY PFEIFER, Hotel St. George, 
Brooklyn, N. Y. 


Reporter's Note: Well . . . maybe 
it pays sometimes to be long-winded, 
—at least, enough to cover the sub- 
ject. We'll agree with Charley 
Pfeiffer that some people sometimes, 
in an effort to be brief, fail to give 
essential information. The Reporter 
will try to avoid that mistake. 

















Clip Coupon and Mail Today 
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AMAZING NEW PICTORIAL ADVERTISING PROCESS | Gentlemen: 


THAT TURNS YOUR ENVELOPES INTO “SALESMEN” | Send us samples of Artographed envel- 
opes and give complete details about this 














Your advertising message is carried new “pictorial advertising” process. 
“postage free” when you use Artographic. | Name 
Firm 
A picture of your products or plant. . . or a picture showing your ne 
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products in use . . . can now be reproduced to cover entire | gity ante 
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Inner illumination in a letterhead—gained 
by a warm color glowing through a cool 
one! Drama in a letterhead, through the 
simple device of using a part of the manu- 
facturing process as a crucial part of the 
design! Beauty in a letterhead—because of 
the perfection of layout and drawing! 










Illumination—the dramatic use of 
Light in lithographed letterheads—is the theme of a 
new book by Dale Nichols, titled ‘“‘Light Up Your 
Letterhead.’’ The letterhead reproduced here in mini- 
ature is one of many that are shown in full size and 
full color in Mr. Nichols’ book—one of the many that 
make “Light Up Your Letterhead’’ a gold mine of 
letterhead ideas all based on a revolutionary new 
principle of letterhead design. 


If you are interested in more effective letterheads— 
letterheads that appeal to the emotions of those to 
whom you write letters—you will want to see “‘Light 





Up Your Letterhead."’ 


ILLINOIS: Chicago—Rand McNally & Co., 
Roto-Lith Co., The Mart Printing Co., 
Huron Press, Buckley-Dement & Co., 
Fleming-Potter Co., Wallace Press, Chicago 
Planograph Corp., Good Impressions, Inc., 
Blackhawk Printing, Magill Weinsheimer 
Co., Advance Lithographing Co., W. H. 
Greene Co., D. K. Keller Co., Rayner 
Lithographing Co., Redson Rice Corp., 
Jones & Co. Oak Park—Offset Printers, 
Inc. Peoria—Fleming-Potter Co. Monmouth 
—Fleming-Potter Co. TENNESSEE: Nasé- 
ville—McQuiddy Printing Co., Cullom & 
Ghertner Co., Foster & Parkes Co. MISSIS- 
SIPPI: Meridian—Dement Printing Co. 
Hattiesburg—Dement Printing Co. Tupelo— 
Dement Printing Co. ALABAMA: Selina— 
Dement Printing Co. Tuscaloosa—Weather- 
ford Printing Co. INDIANA: Mancie— 
Nation-Robinson Printers, Inc. Indianapolis 
—Allied Printing Service, Studio Press, 
Scott Printing Co. Evansville—Stones Print- 
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ing & Litho Co. WISCONSIN: Mi/waukee— 
W. A. Krueger Co., Gugler Lithographic 
Co., Wetzel Bros., E. F. Schmidt, R & L 
Litho Corp., Mandel Multitone Corp. Wis- 
consin Rapids—Fey Publishing Co. Appleton 
—Badger Printing Co. Green Bay—Green 
Bay Engraving Co. Eau Claire—Johnson 
Printing Co. MISSOURI: Kansas City— 
Commercial Lithographing Co., La Rue 
Printing Co., Greiner-Fifield Litho Co., 
Jones & Co., Midland Lithographing & 





PAPERS 


Label Co., Vile-Collier Printing Co., Mid- 
land Litho Co., Ad Art Printing & Litho- 
graphing Co., Norman Williams Litho 
Co. KENTUCKY: Lowisville—The Stand- 
ard Printing Co., Fleming-Potter Co., 
Commercial Litho Co. OHIO: Cleveland— 
D. E. Robinson Co., The Cleveland Litho- 
graph Co., The Crane Howard Lithograph 
Co., The Brooks Co., The Great Lakes 
Lithograph. MINNESOTA: Minneapolis— 
Bureau of Engraving, Inc., Morgan Print- 
ing Co., Colwell Press. NEW YORK: New 
York City—Enright Litho Co., H. F. Birgel 
& Sons, Inc., Le Huray & Co., Inc. VIR- 
GINIA: Richmond—Everett Waddy Co. 
COLORADO: Colorado Springs—The 
Lithographic Press. Puebleo—Rocky Moun- 
tain Bank Note Co. PENNSYLVANIA: 
Pittsburgh—Republic Bank Note Co. Dua- 
quesne—Liberty Show Printing Co. KAN- 
SAS: Hatchinson—The Hutchinson Office 
Supply Co. Topeka—H. M. Ives & Sons. 
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AUTOMATIC. 
JUSTIFIER 





THESE ARE THE days when pencils are 
sharpened to figure ways and means of pro- 
ducing more work in less time at lower 
cost. Take Sales and Instruction Manuals, 
price lists and such, for example. They 
must go out in a hurry. How can you save 
time and money in labor, paper, plates, 
ink? The answer is simple! Use Vari - 
Typer with its nearly unlimited range of 
faces and sizes. You can condense 2 or 3 
ordinary typewritten pages to 1 and get 
sharper impression and larger runs. 

Vari-Typer is similar in operation to 
a typewriter; it has instantly change- 








The pointer 


able type faces; touch impression is 
controlled so that all characters are of 
even density; margins can be justified. 

Thousands of business and government 
organizations ... including many Direct 
Mail Advertisers ... use the Vari -Typer 
for office forms, bulletins, house 
magazines, statistical records, etc. 

Best time to start saving time and 
money is now. Write for a demonstration 
portfolio or better yet call the nearest 
Vari-Typer representative (see local 
phone book) and arrange for a free 
demonstration. 


ASK FOR A DEMONSTRATION IN YOUR OWN OFFICE 
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Text type set 


on Vari-Typer 


tells you when 
to stop typing 
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EXPERT ADVICE ON 
HOUSE MAGAZINE FORMAT 


OUSE publications fall into 

three broad classifications: (1) 
The Bulletin or News Letter; (2) 
the Newspaper; (3) the Magazine. 
Each fills a definite need. Each pre- 
sents a different set of problems in 
design. 

First: The 
Letter: 

It is usual to “print” such publi- 
cations on the Mimeograph, Multi- 
graph, Multilith, Ditto, or 
other form of office “printing” mach- 


Bulletin or News 


some 


ine. This establishes our typeface 
as typewriter . . . it being the most 
convenient to use. 
Pica or Elite. 
Using an office “printing” machine 
also establishes our page size at 814 
x ll... this being the most conveni- 


It may be either 


ent size for such machines. Be sure 
to select the kind of stock especially 
fitted to the kind of office “printing” 
machine you propose to use. Always 
select typeface, size and kind of stock 
that are especially fitted to the print- 
ing process you propose to use. 
With these restrictions we now get 
out to design our Bulletin or News 
Letter. 
ple medium of 


Naturally, with such a sim- 
reproduction we 
should keep our layout simple. The 
masthead may be printed letterpress 
and in a different color. 
Each office “printing” 
provides a slightly different answer 


machine 





Harry J. (Hig) Higdon, Advertising 
Manager of Phoenix Metal Cap Co., Inc., 
2444 West Sixteenth Street, Chicago, IIli- 
nois, and Editor of the famous Phoenix 
Flame, recently made a talk before the 
Advertising Roundtable of Southern 
Michigan,* (see footnote) on how to de- 
sign a house publication. The Reporter 
does not print long speeches, but after 
reading Hig’s manuscript, we sharpened 
a pencil and went to work digging out 
the lines and paragraphs which give 
sound sensible advice on determining the 
format of a house publication. This ma- 
terial will become The Reporter’s stock 
answer to all questions asking for advice 
on formats for house magazines. 





to your problem. Don’t hesitate to 
place your problem before the manu- 
facturer of the machine you propose 
He can always be of help. 
He wants to be of help. 


to use. 


The Bulletin or News Letter is oft- 
times referred to as the “lowliest of 
the low” among house publications. 
But don’t underestimate its value. It 
fills a definite niche in the house pub- 
lication field . . . both employee and 
sales. It has the advantage of speedy 
reproduction and economy. It is 
more personal than its more expen- 
sive brothers and sisters. Don’t lose 
this personal appeal by ever-design- 
ing it. Many expensive and highly- 
honored house magazines first saw 


the light of day as Mimeographed 
Bulletins or News Letters. 


Second: The newspaper style 
house publication. 

This seems to be far and away 
the most popular style of employee 
publication. And, there’s nothing 
against this /F it publishes news. 
However, when a newspaper is issued 
once a month it is difficult, if not im- 
possible, to publish copy that is def- 
initely news. In a business organi- 
zation, news of importance has a way 
of being passed along from one de- 
partment to another by the familiar 
grapevine route long before the news- 
paper house publication “gets on the 
streets.” If your newspaper style 
house publication doesn’t print news 
in the ordinary interpretation of the 
word, there’s no good reason for us- 
ing this style of publication. You'll 
appeal to more readers, perhaps, by 
changing the style. 

Another consideration, and an im- 
portant one: Do you expect your 
house publication to be filed away 
for future reference? Then... 
don’t adopt a newspaper style of 
house publication. People use news- 
papers to wrap up their lunch . . . to 
line shelves . . . to pack away china- 
The habit of throwing away 
old newspapers is too highly devel- 
oped to be changed at this late day 
and age. 


ware. 


Another weakness of the newspa- 
per style of house publication is the 
emulation of the regular daily news- 
paper in everything but size. This 
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is unfortunate. Newspapers, with 
but few exceptions, haven’t improved 
their format in the past twenty-five 
or thirty years. You could almost 
say a hundred. But these few excep- 
. more startling 


I don't 


mean the Tabloid, which is merely a 


tions are startling . . 
because they are so few. 

reproduction of the larger 
with the addition 
muddy photographic reproductions. 


small 
sheets of some 
No, | mean such newspapers as the 
New York Post, designed by Norman 
Bel Geddes, which still retains the 
And P.M.., 


a new and modern designed daily of 


standard newspaper size. 
Tabloid size. The latter publication 
being a radical departure from the 
accepted methods of publishing a 
newspaper, both as to design and 
editing. 

If you haven't seen these two mod- 
ern newspapers, obtain copies. Study 
them. They will prove, if nothing 
else, that there are still new and bei- 
ter ways of doing old things. And 
they ll prove there’s room for still 
further improvement. 


with the 
average newspaper, today, and which 


Several things wrong 
also apply to the newspaper style 
house publication, are: Too long 
copy, too small type, too tightly 
spaced lines, too narrow columns, too 
involved headlines, and dominance 
of advertising over news. Correct 
these obvious errors to start and 
you ll have a vastly different publi- 


cation and a more interesting 
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when you use DUO-POST 


Both reach your prospect at the same 
instant—best time for your sales letter to get across 
its sellina punch. Ask for samples and prices. 


TENSION ENVELOPE CORPORATION 
345 HUDSON ST. MEW YORK CITY Telephone CANAL 6-1670 
Manufacturing plonts ot NEW YORK, KANSAS CITY, ST. LOUIS, DES MOINES and MINNEAPOLIS 


FOR EVERY PURPOSE 


publication. You may even have 


design. 


Third: The magazine style of 
house publication. 

This provides the greatest varia- 
tion in size and proportion of all of 
the house publications. Too great a 
variation in size and proportion. | 
would like to see the magazine style 
of house publication, both exterior 
and interior, standardized to three 
The Reader’s Digest size ' for 
publications composed entirely of 
copy. The Life or Fortune size for 
those composed primarily of illustra- 
And, the 8% x 11, or trade 
journal size, for those which are a 
little of both. 
+ size + space X copy is used, | 


sizes. 


tions. 
If my formula, type 


believe that most of the old sizes and 
shapes of house publications which 
now plague the printer and paper 
automatically cancel 
At least 


won't add any new sizes and shapes 


maker will 
themselves. the formula 

. as if it could. 

A house publication, first of all, 
should be easy to read . . . legible. 
This calls for a definite style of type, 
a definite size of type, a definite 
length of line and definite spacing 
between the lines. These things de- 
termine size and proportion of the 
house publication. Here’s the for- 
mula: Typeface + size + length of 
line + spacing X copy and illustra- 
tion = size and proportion. Any 
effort to fit these elements into a 
predeterm ‘ned size 


publication of 


and proportion is not only more dif- 

ficult, but likely to result in failure 

as far as legibility is concerned. 
Make 


Reader’s Digest or Fortune in size, 


your house publication 


or somewhere in between . . . dictate, 
of course, by our type > copy for- 
mula. (Size isn’t important, except 
that it must solve your particular 
Use 4, 32 or 128 pages 
. . . depending upon how much you 


problem). 


have to say and how often you want 
to say it. Use letterpress or offset. 
Use one color or four-color process. 
Use a dead-flat black ink for your 
text. Colored headlines are permiss- 
able, if you use a full strength or 
“muddied” color . . . but tints are 
definitely out. Use an off-white an- 
tique finish stock if your publication 
is an all-copy style. Of course if 
there are photographic illustrations, 
you may have to use an enamel stock 
to assure faithful reproduction. But 
don’t use a high-gloss enamel. Such 
stock may be all right for circulars, 


broadsides. (I 


But it reflects glare, 


folders and even 
doubt that). 
especially under artificial light. And 
this is hard on the eyes when there’s 
a quantity of copy to be read, as in 
a house publication. Use a dull- 
coated stock ... it’s nearer to an- 
tique finish. Antique finish is the 


one perfect stock for reading pur- 
poses. 

*Here are some interesting facts about 
the Advertising Roundtable of Southern 
Michigan, with headquarters at Albion, 
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Michigan. (A town of less than 8,000 
population, with only three full-time ad- 
vertising managers.) In spite of those sta- 
tistics, there flourishes in Albion an Ad- 
vertising Club of 42 active members. Ad- 


vertising clubs are usually found located 


in larger industrial centers . . . so how 
does this Albion set-up operate? Several 


years ago two Albion advertising men 
broached the subject of an Ad Club to 
like-minded men in surrounding towns. 
The idea caught on. 
first meeting. 


Five attended the 
By personal invitation, the 
group soon had ten or twelve members, 
meeting in various company offices. Then 
they moved to the Parker Inn for dinner 
meetings with talks by outside traveling 
experts. The 42 members now meet 
monthly. Some travel as far as 100 miles 
to attend. The group has established a 
lending library and issues a monthly bul- 
letin “Roundtable Ramblings” which is 
lively, informative and inspiring. Every 
monthly program has to be a top-notcher 

. in order to hold the interest of the 
long distance travelers. The present offic- 
ers are—President C. David Davenport of 
Albion, Vice President R. Donald Hawk- 
ins of Kalamazoo and Secretary-Treasurer 
Keith G. Redner of Battle Creek. 

Program Chairmen of metropolitan Ad- 
vertising Clubs could very well study the 
tactics of this Roundtable crowd in Albion, 
Michigan. Their experiment should fur- 
nish inspiration to other advertising men 
who would like to belong to an Advertis- 
ing Club, but who may feel they are too 
far removed from an_ established club. 
Those interested should feel free to write 
to the very cooperative President Dave Dav- 
enport who may be addressed in care of 
Union Steel Products Company, Albion, 
Michigan. 


Do You Want To Know 
All About Halftones? 


An interesting book just reached 
The Reporter entitled “Halftone Pro- 
cesses” by A. J. Lockrey. 

It’s a practical working-treatise for 
the amateur or professional, describ- 
ing methods and materials for all 
types of photo-mechanical reproduc- 
tion. It’s supposed to be the only 
book of its kind on a subject which 
confuses the average advertising man. 
It's published by The J. J. Tepper 
Corporation, 30 Rockefeller Plaza, 
New York City. The price is $1.00. 
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WANT SOME NEW DIRECT MAIL IDEAS? 


Here’s a portfolio of offset jobs that clicked! 





Te 


travel 
folder 
cover 


* circular 
letter 





THIS PORTFOLIO brings you a 
collection of top-notch offset jobs 
produced for ten different adver- 
tisers .. . folders, menus, catalogs, 
broadsides . . . outstanding exam- 
ples of direct advertising... 
l-color, 2-color, 4-color work... 
“different”? treatments in layout 
and design . . . useful new ideas. 


ALL THESE JOBS are offset-litho- 
graphed on Hammermill Offset 
Paper. See the fine reproduction 


HAMMERMILL 


OFFSET 


BY THE MAKERS OF HAMMERMILL BOND 













eS 


booklet 
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envelope 
stuffer 


dealer 
™ Promotion 


Re cocktail 
‘ list 
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this paper gives you: brilliant, 
sparkling color work... rich, life- 
like halftones . . . readability of 
even the smallest type. And note 
that the finishes are alike on both 
sides. This paper can be printed 
economically, work-and-turn. 


GET A COPY of this portfolio. Use 
it as an idea generator in planning 
your next offset piece as a 
paper selector when the job goes 
into production. Mail coupon. 


Ss ) yw Hammermill Paper Co. 
it f Erie, Pa. 
. Please send me, free, the 


Portfolio of Commercial Speci- 
mens on Hammermill Offset. RDM- May 


Name 





Position 
(Please attach to com pany letterhead) 

















PERSONALIZE 


YOUR LETTERS WITH THE 


AUTO-TYPIST 


Friendly and personal . . . or formal and forbidding? Which 
type of letter do you like to receive? Well sir, your custom- 
ers have the same reaction. 


Treat them to a friendly ard personal salutation when they 
open your message, and get REPLIES heretofore unobtain- 
able through ordinary mailings. 


THE AUTO.-TYPIST permits insertion of individual names— 
special data—fill-ins—dates—also dictated and stock para- 
graphs that AUTOMATICALLY ‘‘custom-tailor’’ as many as 
200 personalized letters per day. Remember—the cost is 
amazingly low when you find results can be 10 TIMES 
GREATER. 


AMERICAN AUTOMATIC TYPEWRITER CO. 


610 N. Carpenter St. 120 Greenwich St. Strand House 
CHICAGO NEW YORK CITY LONDON 
| MAIL THIS COUPON SNE 


Mail this coupon 
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WHAT'S THIS 
DEPARTMENT? 


Reporter Harold Severance of 
Severance Lodge, on Lake Kezar, 
Center Lovell, Maine, who is fast 
becoming the chief reporter for the 
“What’s This Department?” . . . sends 
in a case which has all previous 
cases licked. 


A letter mailed by a prominent 
New York organization selling hotel 
advertising service and dated May 
23rd, starts as follows: 


“Dear Mr. Severance: 

Some hotel men are resigned to a gen- 
erally bad summer season. They think that 
all the advertising in the world can’t help 
their problems.” 

Imagine that! The letter goes in 
a half-hearted weak-kneed way at- 
tempting to prove that a certain kind 
of advertising might be inclined to 
help the summer vacation business. 
The writer of that letter should have 
attended some of the Hotel Sales 
Managers Conventions held early this 
year. Most of the hotel men, espe- 
cially the resort hotel people, were 
in an optimistic frame of mind... 
believing that the lack of foreign 
travel would help domestic business. 
Harold Severance, who received this 
particular letter, reported that his Di- 
rect Mail campaign had “booked-up” 
more advance reservations than any 
previous year. Why don’t some peo- 
ple learn that they shouldn’t start a 
sales letter by tearing down the very 
idea they are trying to sell. As Har- 
old commented, “What did this guy 
have for breakfast?” 


A recent item from Grey Matter, 
house magazine of The Grey Adver- 
tising Agency, Inc., 128 West 3lst 
Street, New York City, adds weight 
to our argument: 


WILL THIS BE VACATION-LESS 
SUMMER? Some manufacturers to whom 
vacation season is important are begin- 
ning to wonder whether defense require- 
ments will keep sufficiently large groups 
of workers busy throughout Summer to 
hurt vacation market. We have checked 
with our department-store friends on this 
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point and they tell us there is no indica- 
tion whatsoever of any slump in vacation 
market. They say that only small per- 
centage of those who enjoyed vacations 
last year will not have vacations this year. 
Moreover, they point out that hundreds 
of thousands who did not have money to 
spend on vacations last year will have 
funds this year. Instead of expecting 
slump in vacation market, our store con- 
tacts declare that vacation spending this 
Summer will top all previous records. 


HUMOROUS SLANT 


Not so long ago a very pink en- 
velope arrived from the Shelby Sales- 
book Company, Shelby, Ohio. Com- 
pany name and address was printed 
in a fairly light blue; so was an il- 
lustration of an indescribable animal 


and the line “I’m a NAUGA!” 


The printed letter enclosed was on 
the same pink stock, but printed at 
an angle, with the corners printed in 
pale blue to give the effect of leather. 
The same funny looking animal was 
reproduced on the letter, a swatch 
of an imitation leather was pasted to 
the top, and this heading—“and this 
is a swatch of NAUGAHYDE.” Copy 


started: 


I’ve heard folks say “There ain’t no 
such animal.” Some of them even go 
further and say there’s no such bird or 
fish. That always hurts my pride because 
while my hide is tough, my heart is de- 
cidedly soft. How would you like to have 
somebody look at you and then doubt it? 


But you’re probably more interested in 
my hide than my heart. The United States 
Rubber Company, who domesticated me, 


call it NAUGAHYDE. 
The Shelby Salesbook Company (the 


people who pioneer so many ideas in the 
salesbook industry) have given NAUGA- 
HYDE a thorough going-over and have de- 
cided to use it on their customer’s sales- 
book covers. 


The rest of the letter gives the 
“reasons why.” A reply card was in- 
cluded to ask for swatches showing 
the range of colors and finishes. 


John Plank, Shelby’s Advertising 
Manager, writes that “inquiries are 
pouring in,” and we don’t doubt it. 
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DON’T GUESS ON PAPER 


Remember that a letterhead must sell as well as tell... 
it must be well designed and then well printed on a 
distinctive good quality watermarked paper that should 
be economical in production. ADIRONDACK BOND 
meets these requirements. So instead of guessing, 
specify ADIRONDACK BOND—in bright white and 12 
attractive colors with envelopes to match—and, be 
sure to 


Conall your Funive 


FOR OVER 10 YEARS, International Paper Company 


has been advising users of printed advertising to ‘consult 





your printer”. We took our own medicine, we CONSULTED 
THE PRINTERS! The result is revealing. Send for your 
free copy of, WE CONSULTED THE PRINTERS! and learn 
how to get the 1941 BOOK OF LETTERHEADS. 





INTERNATIONAL PAPER COMPANY 


220 EAST 42nd STREET, NEW YORK, N. Y. BOSTON + CHICAGO - CLEVELAND 


AN INTERNATIONAL PAPER VALUE 

















Each month during 1941 we 


are providing a new Idea for 
direct mail, based on the pull- 
ing power of BRISTOL. 


THIS MONTH 


With defense shortages on every hand, 
“No Bottleneck Here” is an idsa for 
those who still have something to sell. 


We won't tell you any more 
about it. Get the Idea itself — 
with the file folder and the 
other monthly Ideas to follow, 
by writing to 


LINTON BROTHERS 
Fitchburg ® Massachusetts 














MONEY FOR YOUR 
LISTS 


You don’t sell your valuable 
names. But RENT them for 
handsome royalties to non- 
competitive businesses. Ma- 
terial is addressed and mailed 
by you at your Postoffice. If 
you can use increased income 


write today for details. 


JAMES E. TRUE ASSOCIATES 


117 East 29 Street New York City 


“IT’S A TRUE LIST” 
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ANOTHER LETTER 
BOOK 


This is to report that H. Jack 
Lang, President of Lang, Fischer 
and Kirk, Inc., (Cleveland Adver- 
tising Agency), 1010 Euclid Avenue, 
Cleveland, Ohio, has written a book 
of Lincoln letters entitled “The Wit 
and Wisdom of Abraham Lincoln.” 
Mr. Lang may be remembered for 
his able editing of many house mag- 
azines such as The Wolf Magazine of 
Letters and The Open Book. He has 
selected, for his Lincoln Book, 125 
of the briefer letters and speeches 
which might serve as models for the 
modern copywriter. They exemplify 
Lincoln’s faculty for compressing 
great thoughts into simple and few 
words. The Wit and Wisdom of 
Abraham Lincoln has just been re- 
leased by Greenberg, Publisher, New 
York, and is on sale at all book 


stores at $2.50. 


WHATS THIS 
DEPARTMENT 


Reporter Ralph Will of the Eastern 
Corporation, Bangor, Maine, sends a 
form letter mailed June 25th by an 
organization of Engineers and Manu- 
facturers who are anxious (perhaps 
frantic) to sell a service designed to 
teach large manufacturers how to sell 
their products. 


Here is how the letter starts: 


In the middle of an ardent circle of 
suitors sits the blushing Purchasing Agent. 
All the wooing is his expected routine. 
Most of it reduces to the object of win- 
ning him from one supplier to another, 
where the article is the same. But he 
hardens his heart, grows critical, remains 
passive, guards to the very end his own 
blessed virginity. 


The letter continues in an indefin- 
ite sort of way to scoff at those who 
cater to the passive attitude of the 
purchasing agent. And here is the 
wind-up: 


To those who think of business as buy- 
ing and selling, he is the pattern of prud- 
ence. They mimic him and cultivate his 
passiveness. 


But those who think of business as mak- 
ing better goods and more of them for 
less money, those whose ambition is to do 
better tomorrow than today, have a differ- 
ent job, the opposite of a passive job. Not 
waiting to be wooed, they beat the bushes 
for better ways of doing the daily work. 


Because our own job is assisting the 
active, not merely selling the passive, we 
spend very little on wooing. It is the 
active who find in our pioneered methods 
concrete improvements in quality and uni- 
formity, concrete reductions in cost. It 
is the active who accomplish this through 
us by investing very little besides their 
activity and ambition. 


Let us get down to cases together, as 
they apply to your particular mill. 


Thank you, 


Ralph Will rightly comments “This 
is a honey! The ultimate in hooey.” 


ONE FOR THE BOOK 
Dr. Howard T. Hovde, of the 


University of Pennsylvania’s Whar- 
ton School, Philadelphia, Pennsyl- 
vania, who was recently elected 
President of the American Marketing 
Association, sent us a letter he re- 
ceived on June 2nd with the com- 
ment “Here’s one for the book.” The 
letter looks like a personally written 
letter, and probably is. It came on a 
letterhead with nothing but an em- 
bossed gold seal containing the ini- 
tials W.T. Address of the writer 
was filled-in with typewriter at the 
top right. It contains an ingenious 
approach . . . and_ indicates that 
someone did some thinking in devis- 
ing a way to get a list of pipe smok- 
ers by employing a clipping service 
to supply items containing photo- 
graphs of people with pipes. Here's 
the letter. 


Dear Dr. Hovde: 

Your picture in TIDE, showing you 
smoking a pipe, gave me quite a thrill. 
I have a theory that most men who are 
intellectually important in the world are 
pipesmokers. 


THE REPORTER 




















Perhaps I’m prejudiced—in fact, I ad- 
mit I’m _ prejudiced—because I’ve been 
smoking a pipe almost as long as I can 
remember (I was born on a tobacco plan- 
tation) and my job all my life has been 
blending pipe tobaccos. 


Recently upon the insistence of friends, 
| put my private mixture on the market. 
I realize it isn’t for everyone. A man 
must learn to appreciate fine tobaccos just 
as he must learn to appreciate fine books 
and fine music. Even then, to be sure, 
there are variations in taste. I am anx- 
ious to know whether you agree with my 
taste, so | am sending you a few tins. 
Whatever your verdict, believe me | will 
be most grateful to receive it. 


Reporter's Note: Whether it is a 
good letter, we are not sure. But it 


certainly is ingenious. 
a 


CALLING 517 


Your reporter thanks the unknown 
correspondent signing himself Oper- 
ator 517, who has given us valuable 
information about the misuse of the 
mail by 


those trying to disrupt 


America. 


Please don’t think that it is neces- 
I have 


plenty of people who give me infor- 


sary to remain anonymous. 


mation, whose names or identity must 
be hidden in order to protect other 
people. Would appreciate your call- 


ing me at any hour of the day. 


Many people who have assisted me 
during this year and a half of effort 
to clean up the mails, could assure 
you that 
wouldn't even give their names to 
Senator Wheeler if he had the nerve 


to call for a Congressional investiga- 


there is no danger. | 


tion of his misuse of the franking 
privilege. 


Memo To Reporter Readers: In 
order to avoid further questioning. 
People ask where I get all the mass 
of information about the misuse of 
the mail. Most of it comes from sub- 
scribers and readers of The Reporter. 
A lot of it comes from people like 
the person addressed above who are 
afraid that their names will be tied 
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There 
American 
citizens of German heritage who hate 
Hitler and who love America. . . . and 
who are constantly on the watch for 
all efforts being made to disrupt 
America. I am not running a witch- 
hunting organization, but I do want 
to clean up the mail. I guarantee to 
protect the identity of anyone who 


up in this thing some way. 
are many conscientious 


has information and who wants to 
remain anonymous. 


H. H. 


CATALOG PLANNING 


Good catalogs aren’t just thrown 
together; nor do they simply grow. 
A good catalog requires thought and 
careful planning to do a given job 
as effectively as possible. 


A 16-page and cover booklet en- 
titled “Your Catalog,” published by 
the McCormick-Armstrong Co., Wi- 
chita, Kansas, gives some of the most 
helpful advice on catalog-planning 
and producing we have seen in a long 
time. 


First page gives the purpose of the 
booklet—* .. . to be helpful to those: 
who have been intending to publish 
a catalog, but just haven’t been able 
to get at it—who, because they’re 
snowed under with their own work, 
need catalog building assistance — 
who realize that their existing catalog 
is inadequate and out of date, needs 
modernizing—who dread the ordeal 
of writing, compiling, paging, index- 
ing, supervising typography, ordering 
cuts, buying printing and attending 
the thousand-and-one details of .cata- 
log production.” 


Following pages give the important 
distinction between a catalog and 
other advertising matter; the primary 
objectives of a modern 
changes; questions to be considered; 
the general plan; the selling value of 
color—and other pertinent catalog 
facts. Last pages of the book con- 
vincingly explain why McCormick- 
Armstrong’s facilities, service, and ex- 
perience produce effective catalogs. 


catalog; 





WANTED: 


ACCOUNTS 7-10 


We are celebrating Our first year 
as exclusive list rental headquarters 
for the 6fheial names and addresses 
of over 1,000,000 college alumni. Six 
of the leading direct mail users have 
tested, paid-out and purchased overt 
half-a-million names. each. They are 
all rerunning this Fall. Our exclusive 


position permits us to avoid over- 


working our list; se only four more 
aceounts. (non-competitive) will be 
accepted. 

These 1.162.694 college graduates 
have average incomes of $3,600 and 
an average age of 36. List rental 
is $9.84 per M. You can test as 
little as 1,000’ names in any or all 
of.the 100 colleges. 

These names are not available 
through brokers. They are not 
offered broadcast. We have the ex- 
clusive on a good thing and intend 
to keep it exclusive. If you want 
to know who our. six succéssful 
write, 


users are or- join them 


‘phone or wire 


THE GRADUATE GROUP 
30 Rockefeller Plaza, New York City 
COlumbus 5-6424 
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After all, stencil operators are only 
human! Give them better materials and they'll 
do better work. With this improved stencil tex- 
ture, it's so easy to get cleaner, sharper, blacker 
copy. And longer harder wear. Economical! 


fy>the patented advantages of Tempo 
Vz Film, Formula 217 is matchless! No 
wonder more operators prefer it and more 
dealers stock it every day. Try it ....-. 
Wee ae 


MILO HARDING COMPANY / 


y 439 W. Pico Blvd., Los Angeles, Cal. 
) 515 Commonwealth Annex, Pittsb’gh, Pa. 


~Y 


/ 

é we want. Send 

a samples for / 
/ 


(Duplicator) / 
PIN TO YOUR LETTERHEAD AND MAIL 


* 
FORMULA 217 sounds like the stencil / 
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TYPESETTING SERVICE 


... for Advertisers’ and Publish- 
ers’ most exacting demands — 
Hand-type, Monotype, Linotype. 
...Tons of type of every descrip- 
tion for Electrotyping, Engraving. 
Reproduction proofs for Offset 
or Gravure Processes. Acomplete 
reprint division for quick service. 





KING 
TYPESETTING 
SERVICE 


In the McGraw-Hill Building 
330 WEST 42d ST., NEW YORK 








ALSO FOREIGN-LANGUAGE TYPESETTING 




















Names come to Life when you rent 
lists of individuals with known 
mail-buying habits. 


We know the names list owners 
circularlize to get their customers. 
And we know why some lists pull 
better than other lists that appear 
to be much the same. 


Give us a word-picture of your 
“average” prospect. We'll let you 
know the lists where you'll find 
this man — and hundreds of 
others like him. 


D-R SPECIAL LIST BUREAU 











(Division of Dickie-Raymoné, Inc.) 
\_ 08 bat Stet Boston 
28 





OUACK RESEARCH 


All sensible Direct Mail people, 
particularly those interested in re- 
search by mail, should resent the 
hammy Direct Mail survey con- 
ducted by Representative Hamilton 
Fish of Dutchess County, New York. 


Congressman Fish mailed (free 
frank, of course) a questionnaire let- 
ter to 106,000 constituents enclosing 
a stamped return post card ballot. 


The transmittal letter was _ so 
worded as to indicate the reply the 
Congressman desired to get. A sell- 
ing letter . . . not an asking. The 


post card read: 


“The United States should: 


Enter the war 
Stay out of the war 
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Recipients were asked to check 
their choice . . . and to sign name 
According to much bally- 
hooed press statements, Congressman 
Fish is making much over the fact 


that on returns of about 25 per cent 


or not. 


of the list, the answers have run bet- 
ter than 8 to 1 in favor of “stay out 
of the war.” 


It would be interesting to know 
who paid for the printing of letters 
and post cards and who paid for the 
$1060.00 return stamps and the ad- 
dressing on this research job? It 
would be interesting to know why 
Hamilton Fish did not get the advice 
of some research experts who could 
plan an impartial questionnaire 
which would obtain a fair cross-sec- 
tion of opinion. We don’t like to 
see the substantial Direct Mail ques- 
tionnaire business turned into a 
quack racket for propaganda pur- 
poses. Ham Fish worded his trans- 
mittal letter so that it would appeal 
only to those who think like he does. 
He has used a cheap sort of trick 
which all good Direct Mail research 
men carefully avoid. 


Ham Fish and his fellow play- 
mates in the misuse of the franking 
privilege, Senators Nye and Wheel- 


er, should realize that no one wants 
to enter the war. The people in 
every country seized by Hitler so far 
would probably have liked to stay 
out of war. But the majority of peo- 
ple in the United States (as shown 
by legitimate polls) realize that this 
country has been bombarded with 
propaganda, that arrogant threats 
have been made against the United 
States and that the security of the 
world and our country is in real dan- 
ger. They cannot vote a simple 
“yes” or “no” on a misleading ques- 
tion such as the one asked by Mr. 


Fish. 


If we are going to. have free 
franked polls by mail—let’s have 
them done honestly and _ profession- 
ally. And let’s hope Hamilton Fish 
gets it through his head that Direct 
Mail Research is dangerous unless 
you do it right. The two most im- 
portant rules: 


1. Don’t try to sell the kind of 
answer wanted. 


2. Remember _ that 
vary in different class ranges— 


percentages 


running from high in top in- 
come groups to a disappearing 
minimum in the low income 
groups. 


COVERED LETTERS 


Several months ago we mentioned 
the idea of covering a letter with 
sheet of transparent cellophane which 
is imprinted on part of its surface 
with a design to symbolize the sub- 
ject matter of the letter. We are re- 
minded to mention this again be- 
cause another excellent example has 
come in from R. G. Richards of Crys- 
tal Transparent Mfg. Co. Inc., 136 
West 21st Street, New York City. 
We'll be glad to add it to our dis- 
play in The Direct Mail Center. 
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CLASSIFIED ADS 


Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—25c per 


line—minimum space 4 lines. 








ADVERTISING AGENCIES 





Your agents, mail order advertisement in- 
serted all newspapers, magazines at pub- 
lishers’ rates. Martin Advertising Agency, 
171P Madison Avenue, New York. 





HOW IS YOUR COLOR BEHAVIOR? 
We Specialize On Color In Advertising. 
BOWSER SERVICE CORPORATION 
51 Madison Avenue New York 





ADVERTISING SERVICE 





Check up on your advertising FREE! Are 
you getting the results that you have a 
right to expect? Find out NOW how 
you can increase sales and lower selling 
cost. Send samples of your advertising 
for frank, friendly and constructive analy- 
sis of selling power from prospect’s point 
of view. Complete report with helpful 
suggestions mailed promptly without cost 
or obligation. Send it to: Dudley V. 
Cassard. Mail Sales Counsellor, 249 
Wholesale Terminal Bldg., Los Angeles, 
Calif. 





COMING CONVENTIONS 





Authentic record of coming conventions 
and expositions everywhere. Gives meeting 
places, dates, secretaries’ names and ad- 
dresses for 18,500 annual events. Price 
$15 a year. A splendid list of top quality 
executives for direct mail campaigns. De- 
scriptive folder R-3 on request. 


WORLD CONVENTION DATES 
330 West 42nd St., New York, N. Y. 





EQUIPMENT 


SAVE HALF on Mimeographs, Multi- 
graphs, Typewriters. Write for list of 
other bargains. Pruitt, 69 Pruitt Bldg., 
Chicago. 








MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments — Sold, 
Bought, Traded-in, Repaired and Rebuilt. 
Write us your requirements. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, Ill. 





MAILING LISTS 





MAILING LISTS and PROSPECT LISTS. 
Write for catalog of 6500 classifications. 
TRADE CIRCULAR ADVERTISING 
COMPANY, 25 S. Market Street, Chicago, 
ill, FRA 1182. 





MULTIGRAPHING SUPPLIES 





RIBBONS, INKS AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the Re-Manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, Ill. 
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POSTER STAMP SALES CAMPAIGNS 





Poster Stamps and Albums. combine all 
the Sales Values of Premiums and Prize 
Contests at considerably less cost. 


WE SPECIALIZE in plan, copy, research, 
design, editorial, production, marketing 
and selling of Poster Stamp Campaigns. 


We have a number of case histories of 
successes by businesses, retail chain stores, 
institutions, civic groups and fund raising 
organizations. 


Write for complete information today. 


HERMAN JAFFE ASSOCIATES 
23 West 47th Street, New York City 


Phone: BRyant 9-7274 


Specializing in 
Poster Stamp Merchandising Campaigns 





SALES HELPS 





CARTOONS AND ILLUSTRATIONS — 
Samples of finished work sent upon request. 
Charles Skiles, 126 Cedar St., Daytona 
Beach, Fla. 





SALES LETTERS 





Sales letters that crack the crust of in- 
difference and incline the reader to respond 
as requested. Evidence. Jed Scarboro, 
Maplewood, N. J. 





Convincing letters written—designed to sell 
your service or product. $5.00. Dick 
Hanlon, 95 Franklin, Auburn, N. Y. 





SITUATION WANTED 





CREDIT, COLLECTION and Office Mana- 
ger with seven years experience in fields 
allied with Graphic Arts wants new con- 
nection with a future. Best of references. 
Write Box 601, The Reporter, 17 E. 42nd 
am 2 & 







NO MORE TIRESOME 
HAND ADDRESSING 


— 


LOWEST PRICE 

EVER PUT ON AN 
ADDRESSING | 
MACHINE 





To advertise 
ELLIOTT 
ADDRESSING 
MACHINES, 
which print 
prc from 
yw sten- 
r. a Pinsedhoee tal ade Conde instead of of 
aan costly metal address plates io 
has produced the ADD ESSERETTE, « 
$17.50 addressing aie Ic is as fast and 
works on the same een | as addressing 
machines that until now have sold for 
75.00 and up. Clubs, Lodges, Associations, 
urches, Small Stores an Omces — e097 
one who wants to pe heen and the la 
and bother of hand o writer a0 Swng 
ing — will find the ADDRES SERETTE what 
they have long wished for. Weise for illus- 
trated folder. 


THE ELLIOTT COMPANY 


127 Albany Street, Cambridge, Massachusetts 


[Price Denver West, slightly higher] 








House Organs 


The Pickands Mather 

Magazine is one of 

our productions. 
Write for Information. 


William Feather 


540 Caxton Bldg., Cleveland, O. 











LETTER GADGETS 


Will wake up those sleepy letters and 
keep them out of the waste basket. 
Your waste basket letters can't sell 
for you, and require just as much 
postage. Have you seen the new 
Strip-O-Gram, the Infra-See_ secret 
paragraph letter and the new Pop- 
Ups? If you haven't seen my new 
10-page catalog, write for it— 


A. MITCHELL 
326 N. Michigan Ave., Chicago, Ill. 








a big favor by subscribing now. 


Information. 
Subscription Rate $3.00 
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If You Like This Issue... 


and if you are not a regular reader of The Reporter, you will be doing yourself 
Know what is going on in the Direct Mail 
field — read The Reporter —the monthly digest of Direct Mail Ideas and 


Special Two Year Rate $5.00 
THE REPORTER, 17 East 42nd St., New York City 
Fill out coupon. Paste on Post Card. We will bill you later. 
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TONIC FOR THE BLUES 


Your publication is going to be a 
big help to me—I knew that before 
I had finished half the March issue. 
It is especially going to be a help 
because of the comparatively small 
budget on which a branch house oper- 
ates, and into which I must fit all my 
schemes. 


You will be interested in knowing 
that since reading The Reporter | 
have canceled—or rather, I have not 
renewed—my subscription to Blank- 
ety-Blank. It was a nice bit of “fluff,” 
but from an entire year’s issues of 
it I did not get as much as I got from 
one issue of your little publication. 
I owe something to Mr. Ullman for 
having introduced me to it. 


A. C. MicHEL— 
Boston, Mass. 


Reporter’s Note: Why don’t more 
subscribers like Mr. Ullman, recom- 
mend The Reporter to their friends? 
Just look at the kind of gratitude Mr. 
Ullman gets. 


CAUSE FOR 
JUBILATION! 


If you happen to notice a few 
greasy splotches around this particu- 
lar item, blame it on an excess of 
powdered wax around the office 
caused by our speed and boisterous- 
ness in getting this news dictated into 


the Ediphone. 


Possibly you saw that item on Page 
5 of the May Reporter which told 
about the Letterhead Clinic operated 
by R. H. Brady of the Whiting Plover 
Paper Company, Stevens Point, Wis- 
consin. Since The Reporter does 
not operate a Letterhead Clinic of its 
own, we decided to test out the ad- 
vice we passed along to subscribers 

. . so we sent Mr. Brady one of the 
new letterheads being used by this 
reporter. We told him not to pull 
any punches, but to give us the usual 
treatment. We received an impress- 
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ive four-page analysis sheet with an 
oficial rating chart containing 15 
criticism elements. This is to report 
that the total credit points registered 
by The Reporter letterhead amounted 
to 1,485 which divided by 15 gave us 
an official score of 99 per cent (our 
designer should note without raising 
his prices). We lost 10 points on 
layout and 5 points on allocation of 
color (reductions on which we con- 
cur with the official critic). Our 
opinion of this Letterhead Clinic 
Idea was further heightened when 
we saw that we were given 100 (top) 
points on paper even though we had 
not used the paper of the Whiting- 
Plover Paper Company. 


SAMPLING IDEA 


Reporter H. H. Levitt of J. Levitt 
and Sons Limited, Balfour Building, 
Montreal, Canada (manufacturers of 
Towne Hall Clothes) deserves some 
sort of salute for a novel idea in 
sampling. Here’s how Mr. Levitt 
describes the stunt: 


Early last month (May) one of our ac- 
counts opened another store in a chain 
. in Windsor, Ont. I suggested early 
in February to use a variation of the strip- 
o-gram, as follows: in the clothing busi- 
ness when we have to style new cloths, 
the mills make what is termed a “blan- 
ket.” Actually, it is a few yards of cloth 
of one particular quality so woven that 
we have sometimes as many as 50 differ- 
ent designs all in this one cloth and from 
same we then make our selection. Actu- 
ally to the ordinary layman it looks like 
the average patchwork quilt. 


We manufactured for this store two 
men’s topcoats and a sportcoat from blan- 
kets tailored in our usual manner and 
carefully styled. The finished garments 
were put on display two weeks before the 
opening of the store. A Strip-o-gram 
sample was mailed to a select list in 
Windsor together with an insert stating 
that the enclosed sample may be one of 
the cloths in the blanket models you will 
have seen displayed. If brought to the 
store and found to be identical to one of 
the designs, the bearer is entitled to a 
garment tailored from this identical cloth. 


The stunt created the publicity the store 


wanted and so far the right cloth has not 
come up. 

Reporter's Note: The sample re- 
ferred to was a usual swatch of sam- 
ple material. To the swatch was 
attached a card giving details about 
the type of suit and the prices. 
Sticking out from a die-slot in the 
end was a piece of tape with instruc- 
tions, “pull out slowly.” Pull out the 
strip and it’s paper replica of a tail- 
or’s measuring tape with superim- 
posed wording “Introducing Wind- 
sors Greatest Clothing Values for 
ee 6 ai 


Caution: It should be noted here 
that this type of “contest” has been 
ruled illegal by the United States 
Post Office . . . it being held that such 
a mailing constitutes a lottery in 
which the element of skill does not 
enter. However, the idea of a 
Strip-o-gram attached to a sample of 
the material is adaptable. 


HE FORGOT 


He brushed his teeth twice a day with 
a nationally advertised tooth brush. 

The doctor examined him twice a year. 

He wore rubbers when it rained. 

He slept with the windows open. 

He stuck to a diet with plenty of fresh 
vegetables. 

He relinquished his tonsils and traded 
in several wornout glands. 

He golfed, but never more than 18 
holes. 

He never smoked, drank, or lost his 
temper. 

He did his daily dozen daily. 

He got at least eight hours sleep each 
night. 

The funeral will be held next Wednes- 
day. He is survived by 18 specialists, 
four health institutes, six gymnasiums, 
and numerous manufacturers of health 
foods and antiseptics. 

He had forgotten about trains at grade 
crossings. 

Reporter's Note: We feel like a 
“filler” sometimes. The above item 
taken from the always good Case 
Alumnus and more specifically from 
the superb monthly column called 
“From the Office Typewriter” writ- 
ten by Helen D. Borsch. 
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THESE ARE THE KIND 
OF ILLUSTRATIONS 
THAT USUALLY COST 
CONSIDERABLE... 


BUT NOW ... You can 
buy any one of them 
for $2.00 or less. 


Suppose you were buying original draw- 
ings for any of the reproductions on this 
page ... estimate what it would cost you 
. «- compare with the prices below, they 
speak for themselves. 


We have over 1000 of these fine illustra 
tions in stock. You can buy them either 
as electros in the sizes shown or as glossy 
prints from our originals up to 4 times 
the size shown. 


ELECTROS 
A-537—$1.86 A-808—$1.76 A-590—$1.95 
2B-56— 1.67 A-634— 1.86 1B-75— 1.86 
A-456— 1.67 1B30— 156 A-506— 1.95 
A-611—$1.56 A-584—$1.95 


GLOSSY PRINTS—-$2.00 EACH 
Provide yourself with a complete cata- 
log of all these fine illustrations. You'll 
find hundreds of uses for them—and 
you need only buy them individually 
as you want them. 


If you order one of the illustrations 
shown above we will send you a 
beautiful 72 page catalog of all illus- 
trations absolutely FREE. 


Or you can send $1.00 for catalog. 
We will credit your account for $1.00 
to apply on your first order. 





American Typesetting Corp. 
547 S. Clark St., Chicago, Illinois 


[] Please send me Illustration 








No electrotype 
glossy print 
and your FREE 72 page catalog. 
[] My check for is enclosed. 
[)Send C.0O.D. 


C) Please send me your 72 page catalog. 


Enclosed is $1.00 which I understand 
will be credited on my first cut order. 

















Name 

Company 

Address 

City State 
AMERICAN TYPESETTING CORP. 


647 S. CLARK STREET © CHICAGO, ILLINOIS 








WASHUP ATTACHMENT 


For Multilith Inking Rollers 


FA CO 


PRESS SIZE 10 X 15; 


CLEANS THE INKING ROLLERS QUICKLY AND THOROUGHLY 
WITHOUT REMOVING THEM FROM THE PRESS 


Simply hook attachment to rod No. 1642 — equalizing bar for ductor roller 
arms — and press forward against No. 1655-Al oscillating roller which is covered 
with bakelite, (scraper is made of fibre and will not injure bakelite). Pour on a 
little roller cleaner; apply it a few times until all cleaner and ink are deposited in 
pan. No streaks of ink and solution are left as frequently happens when rollers 
are cleaned by hand. SAVES TIME, RAGS, HANDS, SOLVENT AND ROLLERS. 


Price $] 50 each 


PAYS FOR ITSELF IN A SHORT TIME 


SOLE AGENT 


THE FUCHS & LANG MFG. COMPANY 


(‘ESTABLISHED 1870) 
DIVISION - GENERAL PRINTING INK CORPORATION 


100 SIXTH AVENUE; NEW YORK 


Boston Chicago Cincinnati Cleveland Philadelphia St. Louis 
San Francisco Fort Worth Los Angeles =‘ Toronto, Canada 
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